CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S. DEARBORN ST. 


HAR. 7504 


aagbask 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


NEW YORK] 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


LEX. 1572 


Vol. 1, No. 31 


CHICAGO, AUGUST 9, 1930 


Five Cents a Copy—$1 a Year 


Rough Proofs 


A grateful publisher commented 
the other day on the fact that ad- 
vertising agencies are working their 
heads off to keep advertising appro- 
priations alive. And you can’t blame 
them. Sometimes it’s a case of a 
live appropriation or a dead agency. 

* * 


The New Yorker chided Donnel- 
ley’s Red Book for soliciting adver- 
tising from the proprietor of an 
Indian trading-post located on Man- 
hattan Island. Is the New Yorker 
taking the position that all the In- 
dians are west of the Hudson? 

* * * 


The Arlington race-track, Chi- 
cago, operated not for profit, made 
$1,000,000 on its 30-day meeting in 
July, partly as the result of vigor- 
ous advertising. A _ million-dollar 
profit must be rather embarrassing 
to an organization operated n.f.p. 

* * * 


A New Jersey milling company 
has built Gingerbread Castle to at- 
tract the children and their mothers. 
But unless there’s a performance 
demonstrating just how the Ginger- 
bread Boy lost his arms and both 
his legs, the show is sure to be a 
flop. 

* * * 

A writer in Class & Industrial 
Marketing identified Martinelli, the 
famous opera star, as a baritone. 
After this evidence of inadequate 


publicity, Mr. Martinelli will no 
doubt fire his press-agent. 
* * * 
A New York newspaper printed 
the “Brooklyn” heading of its 


amusement advertising department 
up-side down. With the Robins lead- 
ing the procession in the National 
League, that seems to be the proper 
position of amusement-seekers in 
Brooklyn. 

* + * 

Lawyers can’t advertise, so they’ve 
always insisted, but since the banks 
have been getting so much of the 
business of drawing up testaments, 
deeds and trusts, the legal profes- 
sion has decided that there must be 
an ethical way to advertise. Their 
position is that where’s there’s a 
will, there should be a lawyer. 


* * * 


A correspondent calls attention to 
the fact that a lot of so-called ad- 
vertising men insist on using 
“media” without recognizing that 
it’s plural. You can’t tell a man 
like this anything, no matter how 
hard you explain your Latin. If he 
uses “medium” in the right way, it’s 
really very singular. 

* * 


The National Broadcasting Com- 
pany admits that it has been re- 
sponsible for boosting the weekly in- 
come of Rudy Vallee from $125 to 
$20,000. The story belongs in True 
Confessions. - 

* * * 

The Lewis Mfg. Company is ad- 
vertising ready-made dressings for 
hospitals. It must make a man who 
has just had a surgical operation 
feel very uncomfortable to learn that 
he’s using a hand-me-down instead 
of a tailored-to-measure dressing. 

* * * 

A moving-picture magnate was 
discussing a de luxe booklet with his 
advertising manager. 

“Shall we use four-color process 
work?” inquired the a.m. 

“Only four colors?” was the re- 
Sponse. “Hell, no, use six. What do 
we care for expense?” 

Copy Cus. 


* 


STANDARD OIL 
OF NEW JERSEY 
TO SELL TIRES 


Utilizes Service Stations for 
New Line 


New York, August 7—The Stand- 
ard Oil Company of New Jersey 
has decided to sell automobile tires 
through its own service stations, 
and it is believed here that other 
gasoline distributors will follow 
suit. Several said they are consid- 
ering such action. 

An officer of the Standard Oil 
Company of New York said, how- 
ever, that it would not enter the 
tire business in the immediate fu- 
ture, asserting that the sale of gaso- 
line is absorbing the company’s 
entire energies. 

The Sinclair Consolidated Oil Cor- 
poration said that while it is not 
selling tires through its service sta- 
tions, tires are being sold at some 
of these stations by dealers who 
have rented space from Sinclair. 

Source of Supply 

It is reported here that the Atlas 
Supply Company, from which the 
Standard Oil Company of New 
Jersey will purchase tires for its 
service stations, is having the tires 
made in the factories of the Miller 
Rubber Company, which the B. F. 
Goodrich Rubber Company bought 
about a year ago. 

Prices of the tires to be sold by 
the Standard of New Jersey and 
affiliated companies for the most 
popular sizes follow: 


80x3% regular $ 4.95 
| aT 5.50 


20x4.40 6.80 
30x4.50 7.85 
29x5.50 12.05 
30x5.50 12.25 
31x6 13.20 
32x6 6-ply 16.60 


The sale of Atlas tires, the brand 
name of the new tires, will not be 
confined to the company-owned serv- 
ice stations. The oil and gasoline 
distributers of the New Jersey com- 
pany and subsidiaries and outside 
tire dealers will be able to purchase 
the tires at a discount for re-sale, it 
was said officially. 

Will Not Manufacture 

F. H. Bedford, Jr., director of the 
Standard Oil Company of New Jer- 
sey, who has charge of the distribu- 
tion of these tires, declared that the 
company has no intention of going 
into the tire manufacturing busi- 
ness. So far as the New Jersey 
company is concerned, Mr. Bedford 
said, the plan will be entirely a 
merchandising one. 

At present it is planned to handle 
only one quality of tire, it was said. 
The new tire will be guaranteed for 
twelve months, while used in passen- 
ger car service, “against accidents, 
blowouts, cuts, bruises, rim cuts, un- 
derinflation, wheels out of alignment, 
faulty brakes, or any road hazards 
that may render the tire unfit for 
further service.” 

The general opinion here is that 
the sale of automobile accessories 
other than tires in a large way is 
not contemplated at present. How- 
ever, it is believed that if the ven- 
ture into the tire-selling business 
proves profitable that other acces- 
sories, probably batteries first, will 


be added. 


Statutes 


Washington, D. C., August 7— 
“The Post Office Department is de- 
termined to put an end to the prac- 
tice of certain advertisers and ad- 
vertising agencies of forcing news- 
paper publishers to print as straight 
reading matter or for editorial use 
publicity which comes within the 
category of advertisements,” the De- 
partment has announced. 

Postal laws provide specifically, it 
was stated, that “publicity matter 
inserted in a publication as straight 
editorial or reading matter must be 
plainly marked with the word ‘ad- 
vertisement’,” and publishers are 
made liable for a failure to mark 
such material. 

Both the advertiser and the pub- 
lisher may also be proceeded against 
on the ground of a conspiracy to de- 
prive the Government of its just 
revenue, and for this offense the 
penalty may be a fine of $10,000 or 
imprisonment, the Department said. 

Publicity material is chargeable 
with the zone rates of postage pre- 
scribed for the advertising portion 
of publications, the statement 
pointed out. 

“Acting on the complaint of a 
number of newspaper publishers 
throughout the country, the Post 
Office Department has been conduct- 
ing a quiet investigation into the 
methods pursued by certain adver- 
tisers and advertising concerns who 
have attempted to wield a ‘club’ over 
the heads of these publishers by 
threatening them with the loss of 
display advertisements if they did 
not use the publicity matter sent 
them as news or for editorial pur- 
poses.” 

Thus ran the statement, which 
pointed out that the failure of a 
publisher to mark publicity matter 
with the word “Advertisement,” 
may be punished with a fine of not 
less than $50 nor more than $500. 

Tilton Discusses Situation 

In discussing the subject, Frederic 
A. Tilton, Third Assistant Postmas- 
ter General, said: 

“It has come to the attention of 
the Department that publicity ar- 
ticles are being offered by some ad- 
vertising concerns to publishers for 
insertion as reading matter in copies 
of their publications mailed at the 
second-class pound rates of postage. 

“The requests accompanying such 
publicity articles give the publisher 
to understand that if he does not 


Post Office Invokes 


in Fight 


on Free Publicity 


comply with the request to insert 
the publicity matter in his publica- 
tion he may not expect display ad- 
vertising. On the other hand, if he 


Frederic A. Tilton, 
Assistant Postmaster General, 
who announced the Depart- 
ment’s new policy. 


Third 


publishes the publicity matter as 
reading matter he may expect to be 
favored with display advertising. 

“Matter inserted in a publication 
under the conditions mentioned 
clearly comes within the purview of 
the act of Aug. 24, 1912, embodied 
in the Postal Laws and Regulations 
and must be plainly marked with 
the printed word ‘advertisement’. in 
each copy and is likewise chargeable 
with the zone rates of postage pre 
scribed for the advertising portion 
of publications. There is a penalty 
for failure to comply with this law. 

“The requests also imply that the 
advertiser expects the publisher to 
insert the publicity matter as 
straight editorial or reading matter 
without marking it with the printed 
word ‘advertisement’ as required by 
law. 

The Conspiracy Statute 

“If the publisher should comply 
with such requests under the condi- 
tions referred to and should insert 
the matter in his publication without 
plainly marking it with the word 


(Continued on Page 11) 


ning August 23. 


and dealer helps. 


Reynolds Fights Tax 


of National Trade Journals, Inc., 


“Deluge” Promised for Westinghouse Radio 
East Pittsburgh, Pa., Aug. 8—A deluge of advertising for its new radio 
is promised by the Westinghouse Electric & Mfg. Co., the campaign begin- 


The company said there will be “14 1/3 miles of magazine advertising 
and 5 square miles of newspaper space,” in addition to radio, direct mail 


on Truck Distribution 


Jackson, Miss., Aug. 8—The R. J. Reynolds Tobacco Co., manufacturer of 
Camel cigarettes and Prince Albert Smoking tobacco, has filed a suit 
challenging the validity of the law requiring payment of $300 for a license 
to sell merchandise to dealers from motor trucks. 

The law was designed to protect local wholesalers. 


Breeding Appointed Sales Manager 
New York, Aug. 8—Harry T. Breeding, formerly with N. W. Ayer & 
Son, has been promoted to sales manager of the buildin 
his counsel being made available to all 
manufacturers selling to the building industry. ‘ 


material division 


PRIGE-CUTTING 
GETS ATTENTION 
OF ADVERTISERS 


Four Campaigns Started 
Against Practice 


Though the Federal Trade Com- 
mission has ordered the Pro-Phy- 
Lac-Tic Brush Company, of Flor- 
ence, Mass., to abandon efforts to 
maintain resale prices of its prod- 
ucts, several other advertisers seem 
to have been successful in meeting 
the situation. 

The Gorham Company, of Provi- 
dence, has announced to the jewelry 
trade that it will make no further 
sales of approved list merchandise 
to dealers who fail to observe the 
minimum resale prices suggested in 
the printed price lists. 

The Gillette Safety Razor Com- 
pany, Boston, has eliminated price- 
cutting on its $5-$75 razor and $2 
blades by consigning the merchan- 
dise to selected dealers, and the Ar- 
mand Company, Des Moines, has an- 
nounced it will summarily discharge 
any. knowingly i 
Symphonie, the cold cream powder, 
to price-cutters. Lehn & Fink are 
using advertising to warn the pub- 
lic away from price-cutters. 

The Pro-Phy-Lac-Tic Brush Com- 
pany was directed to cease procur- 
ing agreements from its dealers to 
sell the company’s products at the 
suggested prices. Another method 
prohibited in the order was that of 
inducing dealers in a given locality 
to agree among themselves that 
suggested prices would be upheld; 
requesting dealers to report names 
of retailers who do not maintain re- 
sale prices; and seeking co-operation 
of dealers in making the company’s 
price policies effective. 

The Gorham Plan 

The Gorham Company made the 
following announcement: . 

“It is a universally recognized 
fact that price-cutting is an eco- 
nomic evil which has proved to be 
seriously injurious to many lines of 
industry. It has been conspicuously 
injurious in the retail jewelry in- 
dustry. A jeweler who makes it a 
practice to sell well-known merchan- 
dise at prices which do not yield him 
a proper profit will in the long run 
be a detriment and not a benefit to 
the manufacturer and likewise to 
those jewelers who conduct their 
business on businesslike principles. 

“Such practices disorganize and 
demoralize the business not only of 
the manufacturer, but also of his 
other distributors. Persistence in 
such a practice often leaves a manu- 
facturer without adequate means of 
a proper distribution of his products 
in the locality where such a price- 
cutter operates. In the final analy- 
sis, as a result of such demoraliza- 
tion, the consumer himself is in- 
jured. 

“The Gorham Company, after a 
full and careful study of these evils, 
has reached the determination that 
to the full extent permitted by law 
it will prevent price-cutters from 
using for their own selfish purposes 
the just popularity which its prod- 
ucts have gained. 

“The Gorham Company also deems 
it desirable that its approved list 


merchandise should be sold only 
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through selected retailers and be- 
lieves that this policy is for the 
benefit of all concerned. 

“Accordingly, The Gorham Com- 
pany hereby announces that its pol- 
icy, from now on, will be not to 
make further sales of approved list 
merchandise to any dealer who shall 
fail to observe the minimum resale 
prices suggested by it in its printed 
price lists, or who resells its goods 
to other dealers. 

“These provisions are not intended 
to apply to infrequent and incidental 
exchanges of goods between dealers 
to both of whom The Gorham Com- 
pany sells goods in order to enable 
one of them to fill particular orders. 


Cites Court Decision 

“This policy has been adopted af- 
ter careful consideration of our 
legal right to take’ the position 
above stated and is in accordance 
with the holding of the United 
States Supreme Court that any 
manufacturer may ‘withhold his 
goods from those who do not sell at 
the prices which he fixes for their 
resale.’ 

“We call your particular attention 
to the fact that the law does not 
permit us to accept from you any 
assurances or promises that you will 
conform to the suggested resale 
prices or not sell to other dealers, 
and we request you not to offer us 
any such assurances or promises. 
Neither can we make contracts not 
to sell goods to anyone who cuts 
prices and this notice is merely a 
notification of our intention to en- 
force the policy stated. 

“The Gorham Company has its 
own sources of information as to the 
business methods of the dealers to 
whom it sells goods and in carrying 
out this policy will rely entirely 
upon such sources of information. It 
does not solicit or desire information 
from anyone as to the business con- 
duct of its customers. Such infor- 
mation would under the existing 
decisions be embarrassing both to 
the person furnishing it and to The 
Gorham Company. 

“Our salesmen have been ex- 
pressly instructed as to the com- 
pany’s policy on the foregoing points 
and are not authorized to enter into 


Deadly Bath Tub 
Traps Hornaday 


St. Louis, August 7—Waller 
C. Hornaday, copy chief for 
the Yost Advertising Company, 
is navigating somewhat pain- 
fully, as the result of a broken 
rib, sustained in a bath tub 
crash, 

Mr. Hornaday’s friends al- 
lege that he was too busy ex- 
ercising his fine tenor voice to 
watch his step, the accident 
resulting. 


any agreement in any way restrict- 
ing the right of any customers to 
resell Gorham merchandise, nor to 
accept any assurance or promise on 
that subject, nor to discuss any mat- 
ters incidental to this policy.” 
Lehn & Fink Campaign 

No advertising campaign of recent 
years seems to have appealed as 
forcefully to the retail drug trade 
as that of Lehn & Fink, designed to 
induce the public to pay the full 
price gladly. 

Edward Plaut, president of the 
company, made the following an- 
nouncement as a prelude to the ad- 
vertising: 

“The time has come when we 
must take a definite stand on the 
problem of price-cutting. It must be 
attacked in the right way, and we 
are confident that the right way is 
to convince the consumer that he 
can expect no more than fair value 
at fair prices with a fair profit to 
manufacturer, retailer and jobber, 
alike. 

“We shall tell the consumer some 
of the secrets of price-cutting. We 
shall point out in our copy that 
price-cutting is all too often only a 
lure to get him into the store in the 
hope that he will subsequently pur- 
chase other goods that are over- 
priced. 

“We realize that no consumer will 
demand that he be charged 40 cents 
for an article the retailer offers him 
at 30 cents, but neither will he ob- 
ject to paying 40 cents for an ar- 
ticle worth 40 cents. 

“A distinct impression upon the 
public mind will be registered, we 


HAWAII & €& 


that land of sun and 


€« €¢@ COLOR 


Quite naturally, in selling the idea of 
Hawaiian vacations to the half million 
readers of The Big 4 Group of magazines, 
THE HAWAII TOURIST BUREAU uses 


color,... in bold, attractive pages. 


Color is eye-catching, . . . and catching 
the eye in advertising is half the battle! 
Successful color treatment coupled with 
a buying market of more than 500,000 
men and women who know and prefer the 
better things in life and have the ability 
to acquire them, is the basis on which The 
Big 4 Group stakes its reputation. 


If you have a quality service or product 
The Big 4 Group offers you an unusual 
opportunity to secure a buying market at 
a remarkable price. 


heb AGroup 
in the Quality Field 


Golden Book . World's Work 


Review of Reviews 
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believe. At the same time it is be- 
lieved that the campaign will pro- 
vide a stimulus to the retail drug- 
gists of the country to band together 
in an effort to put a stop to the in- 
sidious evils of slashing prices on 
standard merchandise.” 


How Gillette Works 

The Gillette Safety Razor’s Com- 
pany consignment plan makes the 
dealer the manufacturer’s repre- 
sentative. While it thus protects the 
retail price set by the manufacturer, 
it has been confined to about 4 per 
cent of the retail outlets which han- 
dle the company’s less expensive 
razor and blades. The company has 
had an occasional complaint from 
retailers ignored under this arrange- 
ment, but has been able to placate 
them without difficulty, it is said. 

Gillette has not confined distribu- 
tion under this plan to any one type 
of retailer. In some instances, high- 
class jewelers were selected; in 
others, the outlet is a men’s clothing 
house, while in still others, drug- 
gists are the approved agency. 

This method, borrowed from the 
automobile and other industries, is 
said to have received the sanction 
of the United States Supreme Court. 


Boston Survey 
Is Completed 
by Four A’s 


New York, August 7—Publication 
of the Boston Newspaper Reader 
Survey, made by the American Asso- 
ciation of Advertising Agencies, has 
been announced by F. R. Gamble, 
executive secretary. 

It is an analysis of the readers of 
Boston newspapers by occupations 
and family income, and an analysis 
of overlapping in the circulations of 
the various Boston papers. 

This survey was financed jointly 
by the Boston Globe, the Boston 
Herald-Traveler, the Boston Post, 
the Boston Record, and the Boston 
Transcript. 

The survey is the fourth of a 
series of newspaper studies made by 
the research department of the Four 
A’s, under direction of Dr. Daniel 
Starch, similar studies having al- 
ready been made in New York, De- 
troit, and Washington. 

In his message to A. A. A. A. 
members, Stewart L. Mims, of the 
J. Walter Thompson Company, 
chairman of the A. A. A. A. Re- 
search Committee said, “The Boston 
survey follows the same plan as the 
preceding reports, but includes, in 
addition, reader as well as family 
duplication. 

“As was anticipated, reader du- 
plication figures, in the main, are 
slightly lower than the correspond- 
ing family duplication figures. 

“They are important and interest- 
ing in view of the emphasis which 
some publishers have recently placed 
on the need of reaching individuals 
rather than families with advertis- 
ing. They contend that the greater 
individualization of modern life 
makes the individual reader more 
satisfactory as a unit to which to 
direct advertising messages. 

“The Boston Survey especially de- 
serves the close study of agency 
heads and media managers. Boston 
has been considered a difficult mar- 
ket in which to select newspapers. 
This report places in the hands of 
A. A. A. A. members complete data 
gathered and compiled by an impar- 
tial authority.” 


Law to California 

Vincent O. Law, of Minneapolis, 
has resigned from the Rapid City 
Transit Company to become Cali- 
fornia representative of the Artists 
and Writers Guild. This is a sub- 
sidiary of Brown & Bigelow, remem- 
brance advertising company. 

Mr. Law, who has been in charge 
of advertising and public relations 
for the car company, will leave for 
Los Angeles August 15. 


Mencken to Wed 


Miss Sara Powell Haardt, Mont- 
gomery, Ala., will become the bride 
of Henry L. Mencken, editor of 
American Mercury, September 3. 
Miss Haardt’s novel, “The Makin 
of a Lady,” was recently published. 


MOVIES BASED ON 
ADVERTISING IS 
QUIRK’S PLAN 


You Write the Copy, He'll Do 
Rest 


Advertising men are the ablest 
and most successful practitioners of 
psychology in business, asserted 
James R. Quirk, publisher and edi- 


James R. Quirk 


tor of Photoplay Magazine, in an 
interview in Chicago August 6, and 
consequently they should be able to 
write advertising copy for motion 
picture productions which would 
furnish the specifications for suc- 
cesses artistically and at the box- 
office. 

To demonstrate his belief in the 
practicality of this idea, Mr. Quirk 
proposed that advertising execu- 
tives, especially agency men, who 
think they have the key to public 
interest in the movies, lay out and 
write advertisements of productions 
which they think would be success- 
ful, including title, story and stars. 

“T’ll agree to put this material be- 
fore a number of producers,” he told 
ADVERTISING AGE, “and if it’s as 
good as I think it will be, it should 
serve as the basis for successful 
moving picture scenarios.” 

Mr. Quirk, who has been a frank 
critic of picture advertising and 
publicity, believes that there has 
been a definite reaction against the 
overdoses of ballyhoo to which the 
public has been subjected. 

Superlatives Banished 

“The public isn’t being fooled any 
longer,” he said, “and the producers 
realize it. ‘Super’ is out as an ad- 
jective describing picture produc- 
tions. ‘Genius’ is taboo. ‘Stupend- 
ous’ is passé. The best advertising 
of motion pictures is being written 
without the use of a single superla- 
tive.” 

The publisher paid his respects to 
Adolph Zukor, of Paramount, whom 
he described as a great industrial 
leader and a consistent and success- 
ful advertiser. 

“More than ten years ago,” he 
said, “Mr. Zukor chose an advertis- 
ing agency to prepare the copy for 
Paramount pictures, and he said 
then that he never wanted to have 
to change his agency, and that the 
connection was as important as 
Paramount’s contracts with its 
stars. 

“Paramount still has the same 
agency, and the advertising for 
Paramount pictures which has ap- 
peared during that ten-year period 
has been sane and effective. 

“Mr. Zukor told his agency that 
he not only wanted advertising 
which would reflect the good quali- 
ties of the pictures, but which would 
also set a standard which the pro- 
ductions would have to live up to. 
And there is no reason why adver- 
tising should not be so good as to 
make better pictures, just as it has 


made better automobiles, better 
toilet articles, better food products.” 

Hanff-Metzger, Inc., New York, is 
the Paramount-Publix agency. 

The present troubles of the mov- 
ing picture business, Mr. Quirk con- 
tinued, are the result of too much 
dependence on technical novelties 
and too little realization of what the 
public wants in entertainment. 


The Dominant Themes 
“Sound pictures are fine,” he said, 
“provided we have the story to go 
with it. But the public wants enter- 
tainment in which love, pathos, 
laughter will continue to supply the 
basic appeal. 


“When sound came, some of the 
producers thought they could sub- 
stitute Broadway dancing girls and 
piano-players for the story. They 
have found that they were wrong.” 

Mr. Quirk emphasized the fact 
that sound pictures have brought 
into the industry technically trained 
men, who are sure to contribute a 
great deal to the improvement of 
motion picture entertainment. He 
said that already the atmosphere of 
the studios and production depart- 
ments is changing, that the rough- 
neck type is gradually going out, 
and that college men and others of 
good taste and education are coming 
to the front. 


“We can’t rely on technical novel- 
ties to hold the public,” he said. 
“Sound, color, three-dimension pic- 
tures will all help in a_ technical 
way, but if the story isn’t there, the 
public will stay away from the box- 
office. And don’t forget that word- 
of-mouth verdicts are more powerful 
than all our advertising. 


“Sam Katz, of Balaban & Katz, 
the greatest advertiser among the 
exhibitors, although he never per- 
sonally wrote a single advertise- 
ment, introduced me once to a little 
old lady who visited the Chicago 
theater every week. 


“*What do you want in pictures?’ 
I asked her. 


“‘T like love stories,’ she replied, 
‘because love is something none of 
us ever get enough of.’ 


“Romance is still the chief ma- 
terial that producers of photoplays 
must work with.” 


Mr. Quirk’s suggestions about pic- 
ture advertising are based on his ex- 
perience with the Gundlach Adver- 
tising Agency in Chicago, as well 
as his years of experience as an edi- 
tor and publisher in this field. Per- 
haps Miss May Allison, formerly 
one of the sure-fire stars of movie- 
dom, who is now Mrs. Quirk, may 
also have contributed something to 
his views. She still gets an average 
of a hundred letters a month from 
movie fans all over the world. 


Genius of Furniture 


Industry Is Drowned 
Dr. George M. Petrie, widely 
known in the furniture industry, 
was drowned at South Haven, Mich., 
July 27. He was president of the 
National Association of Furniture 
Manufacturers, chairman of the 
board of governors, American Furni- 
ture Mart, director in the Furniture 
Club of America and a trustee of 
the National Home Furnishings 
Program. 


Dr. Petrie was president of the 
St. Johns Table Co., Cadillac, Mich. 


Three New Accounts 
Secured by D-Y-L 


The following new accounts have 
been placed with the Dunham Young- 
green Lesan Company, Chicago: 
Modine Mfg. Co., automotive radia- 
tors, unit heaters and copper radia- 
tion; Arnold Electric Co., soda foun- 
tain equipment; Graver Tank & Mfg. 
Co., East Chicago, Ill., water soften- 
ing equipment, etc. 


U. S. Revises Lists 


of Foreign Mediums 

The Specialties Division of the 
Department of Commerce, announces 
that lists of advertising mediums 
for the following foreign countries 
have been revised: 

Australia (trade publications), 
Brazil, Canary Islands, Central 
America, France (exclusive of 
Paris), London, Madeira Islands, 
Netherlands and New Zealand. 
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August 9, 1930 


ADVERTISING AGE 


HOW WOULD YOU 
ADVERTISE DOGS 
TO LEAD BLIND? 


That Is Problem of La Salle 
Kennels 


Minneapolis, August 7.—An un- 
usual experiment in advertising is 
being conducted by the La Salle 
Kennels, of Minneapolis. Kennel ad- 


J. L.Sinykin 


vertising is not complex but the type 
of service rendered by the La Salle 
Kennels is new to the United States 
although the work that they are 
doing has been duplicated abroad 
for many years, particularly in Ger- 
many. 

J. L. Sinykin, owner of the La 
Salle Kennels, who is also head of 
Cinderella Cosmetics, said: 

“The La Salle Kennels specialize 
in training German Shepherd dogs 
to lead the blind and to become, in 
fact, their master’s eyes. Reaching 
the class of people to whom we look 
as prospects naturally offers many 
problems. Our national advertising 
must inspire verbal transmission of 
our message to those not fortunate 
enough to be able to read it for 
themselves. We use a few national 


THE LETTERHEAD EVOLVED FOR THE LA SALLE KENNELS 
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publications and some direct mail, 
but we must depend on our message 
reaching individuals interested in 
work for the blind or closely asso- 
ciated with someone so afflicted.” 


The German Genius 

The La Salle Kennels occupy a 
tract of fifty acres just outside of 
Minneapolis on Superior Boulevard. 
It is under the direction of Herr 
Kreimer, one of the Kaiser’s former 
bodyguards and the first man who 
successfully trained a dog to lead a 
blind veteran. He was official direc- 
tor of this work for the German 
Government when, after long nego- 
tiations, Mr. Sinykin succeeded in 
bringing him to the United States 
18 months ago. 

“Not every dog,’ Mr. Sinykin 
said, “can be trained to lead the 
blind. Perhaps one out of every ten 
has the mental capacity to absorb 
the strenuous training routine. Nor 
is the training confined to the dog 
alone. His future owner must spend 
from two weeks to three months 
getting acquainted with the animal 
and learning to sense the dog’s re- 
actions to certain obstacles or con- 
ditions so that they are automati- 
cally transmitted to the master.” 


How Dogs Are Trained 


Flights of stairs, ladders and all 
sorts of obstacles, including a brook 
and an automobile, form part of the 
equipment. The dogs are taught to 
distinguish between red and green 
traffic signals so that they can lead 
their masters safely across busy 
highways. 

The dogs are usually from 18 
months to two years old before they 
are ready for training. There are 
now about forty dogs in various 


HOW STATES RANK IN POPULATION 


1930 1930 1920-1930 1920 Numerical 
Rank, State. ’ Population. Increase, Rank. Increase. 
1st New York ....... 214 Ist 2,224,328 
2d seameytvania . 10.5 2d 918,082 
_— ea 17.6 3d 145,003 
J RRR o. 15,1 4th 869,979 
5th Texas Pe eeeereeeeesaeesen 5 10,683 24,6 5th 1,147,455 
6th California ......cccscce 5282 64.6 8th 2,215,421 
ith Michigan ........ccesees. 4,818,871 813 ith 1,149,959 
8th Massachusetts ccccccccces 4,364,972 13.3 6th 512,616 
9th New Jersey steers ePeesee 4,002,568 26.8 = 6,6 
See ME a cb.csncccvcacses 3,619,176 6.3 ith 215,121 
Te eee 10.1 llth 295,028 
12th North Caro) ecccccscee 3,165,1 23.9 14th 606.02 
13th Wisconsin ........ccccces 000,388 10.2 18th 368,321 
/ we See eraeees *2'902,127 9.29 2th 6,295 
15th Alabama ................ 2,644,477 12.2 18th 296,303 
16th 8.5 15th 206,179 
11.1 19th 271,752 
558. 12 17th 171,140 
467, 2.7 16th 63,879 
4.7 20th 108,888 
2,388,955 12.8 21st 360,672 
22d =s Louisiana ..............1< 2,098,876 16.7 22d 300,367 
23d =Ss Mississippi .............. %2,007,743 12.1 23d 217,125 
Beet TERRE ..ccccccccccccesce LMS 64 24th 113,261 
25th AFKANEAS .....ccccccccces *1,353,981 5.8 ith 101,777 
26th South Carolina ........,. *1,732,271 2.9 48,547 
27th West Virginia ........... *1,728,510 18.1 2ith 264,809 
28th Maryland ...........e.0+ 1,625,379 12.1 28th 175,618 
29th Connecticut ............. %1,602,2 16.1 29th 221, 
30th Washington ...........++ 1,557,540 14.7 30th 200,919 
Se. se RR ce ee *1,465, 61.4 32a 497,499 
82d 69 Bist 247 
9.9 33d 93,527 
21.5 34th 168,401 
h 85 sith Ba e6t 
37th Rhode Island ........e0. *687,020 13.7 38th 82,628 
38th North Dakota ...........- 681,273 5.3 36th A401 
SU, SS. o5.h0 cccveeccee ++ 533,519 42.8 39th 715,370 
BEE cnt car neoedes eecece 502,640 11.8 40th 53 
4lst District of ‘Columbia eccce 485,716 11.0 42d 48,145 
42d New Hampshire ......... 463,746 4.7 st 20,663 
| i “leeerewerheqgeeegay = 13 = 43 5,574 
WE SI ni cccaccncncvesees 421,641 23.7 46th 87,479 
45th New Mexico .......see++02 418,932 1 44th 58,582 
092 1 ith 6,664 
6.2 47th 13,855 
15.6 48th 30,291 
16.9 49th 13,152 
Totals cccccovecccccsccccccns ckempeaaeee 16.1 17,018,253 


*Indicates 


check of a 


total announced by census bureau following 
announcements, {Indicates decrease, 


stages of training at the La Salle 


Kennels. Ten dogs are in service 
throughout the country, the best 
known being “Lux,” the La Salle 
trained German Shepherd which 
leads Senator Tom Schall about the 
city of Washington and elsewhere. 
Perhaps second in importance is 
“Elmo,” owned by W. A. Christen- 


sen, prominent realtor of Hollywood, 
Calif., and “Erick,” owned by F. R. 
Fitzpatrick of Kansas City, who re- 
cently made the front pages of news- 
papers throughout the country by 
leading his blind master into a 
crowded courtroom, giving mute tes- 
timony against a movement opposing 
a similar school in Kansas City. 


British Chains Merge 


Several British chains, involving 
5,000 grocery stores, will merge, ac- 
cording to information received by 
the Department of Commerce, Wash- 
ington. The plan will fuse the 
International Tea Co., Home and 
Colonial Stores, Meadow Dairy Co., 
and Lipton, Ltd., with their sub- 
sidiaries. 


Kleinhaus Fills Vacancy 


H. I. Kleinhaus, Jersey City, N. J., 
has become manager of the Con- 
trollers Congress of the National Re- 
tail Dry Goods Association, New 
York, filling the vacancy which has 
existed since July, 1929. 


Wheeling Copy Pulls 


Between 850,000 and 900,000 peo- 
ple visited the showrooms of Stude- 
baker dealers on one day, as the 
result of the “free wheeling” adver- 
tising, E. R. Erskine, president of 
the company, announced 


Plan Gym-Boat Copy 


Magazines, newspapers, business 
papers and direct mail will be used 
by McCready-Parks, Inc., New York, 
for the Gym-Boat rowing machine of 
J. W. Cooper & Co., of that city. 


Well, 


No. 22 of a Series 


HaPplieR DaYs, 


this slump licked > > > 


keep the departments in Washington from — reassuring statements, we have 


Who do you mean—we? WE- US—-, CRIBNER’S. 


The days of summer not only wilt the old collar, but they wilt the newsstand sale of 
magazines. This is true even.in good years, and it was particularly true this year. 
Scribner’s was better than it had any right to be, compared with many other 
magazines, but the wilt was there > > > And then came Scribner’s Midsummer 
Fiction Number, on the stands July 18, with the complete novel, “’S. S. San Pedro,” 
and the new Hemingway story. July 18 in New York was the beginning of the hottest 
| spell in fifty years. Meek little men who hadn't missed prayer meeting in a life time 
were going around slapping policemen. Nobody wanted to do anything but seek a 
| nice cool place to die. Scribner’s melted during that period—melted right off the 
stands. Melted so fast that re-orders came in two days from such sweltering areas 
as the Grand Central and the Pennsylvania stations, and are now coming in from 
the outlying precincts > > > After getting this far, the suspicion dawns on us that 
we shouldn’t make a theory out of one fact. We'll qualify it. We don't profess 
to know about business in general. All we know is that happy days are here again 


and August Scribner's is a grand little forerunner of something very, very pleasant. 


Is there a little optimism in the house? 


35¢ ON THE STANDS » A [J G U S T = Four DOLLARS A YEAR 


|SCRIBNER’S 


@ Princeton seniors selected Ernest Hemingway and S.S.Van Dine as their favorite authors. 
Rutgers seniors selected John Galsworthy and S. S. Van Dine. 


at Least 


If everybody will sit tight and practice breath-holding and use strong efforts to 


All are Scribner's authors. 
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Does Good Advertising 
Make Better Products? 


An experienced advertising man 
made the unqualified statement a 
short time ago that advertising has 
played an important role in the 
merchandising successes of many 
companies as much because of the 
influence it has had in making bet- 
ter products as in creating demand 
for them. 

Just how much emphasis can be 
placed legitimately upon the reac- 
tion of a manufacturer’s own or- 
ganization to his advertising? Un- 
doubtedly it is considerable, for the 
workers who make the product, as 
well as those who sell it, are given 
a large part of their conception of 
the house and its products through 
the advertising which appears re- 
garding them. 

The advertising man, too, is a suc- 
cessful student of psychology. He 
knows, or tries to know, what the 
public wants, and to present his 
product in terms that are acceptable 
at the moment. It may be the same 
product, with a new and up-to-date 
application, or an old product, re- 
styled or repackaged to meet some 
new or latent want or need, but the 
advertising is expected to make the 
contact and to give the product a 
standing in today’s market. 

Perhaps he says more about it 
than the conservative engineering 
or production men would have said. 
Perhaps he enthuses over it in more 
glowing terms than would have been 
used by some of the hard-headed 
salesmen, who have been telling the 
story over and over for many moons. 
But his enthusiasm and eloquence, 
and his suggestions regarding new 


and different uses, may be just what 
is needed to resell the goods to the 
people who make and distribute 
them. 

Charles F. Kettering, of General 
Motors, said once that there are 
four classes of people to whom the 
advertising should be addressed— 
and prospective customers are only 
one of the four. The others are the 
employes of the company, its com- 
petitors, and present users. And one 
of the reasons for advertising to the 
organization is to kindle a new en- 
thusiasm for the products that are 
being advertised, so that they will 
be made with the same feeling—a 
spirit which can hardly fail to pro- 
duce worth-while results. 

James R. Quirk, of Photoplay, 
who is quoted in this issue of ADVER- 
TISING AGE as believing that adver- 
tising men can write better sce- 
narios, in their advertising copy, 
than are being used as the basis of 
some stories now being filmed, may 
have the right idea. He pays a 
great compliment to advertising and 
to advertising men in assuming that 
they can analyze public psychology 
and come back with the formula for 
box-office successes in the field of 
entertainment. 

But if advertising can reach out 
and see the needs that are waiting 
to be supplied, and thus tap new 
and undeveloped markets for prod- 
ucts, it may at the same time awaken 
such an enthusiasm for those prod- 
ucts among those who make them as 
to insure the development and main- 
tenance of the qualities with which 
the advertising seeks to endow them. 


at ~<a 
a oh 


Protecting the News Columns 


The question of advertising mas- 
querading as news has been raised 
again as the result of a postoffice 
ruling calling attention to a pro- 
vision of law prohibiting the publi- 
cation in the news columns of any 
material for which a consideration 
has been received, unless it is so 
labeled. The intent of the present 
ruling is to eliminate news puffs 
published as part of advertising 
programs. 

The only safe guide for news edi- 
tors to follow is to use material in 
which they think their readers are 
interested, and to consign to the 
waste-basket that which has no news 
value, regardless of the source. If 
this policy is followed, legal protec- 
tion for the news columns is not 
needed. If it is not, the enactment 
of law will not prevent violence be- 
ing done to the integrity of the news 


pages. 

We like the way in which the sub- 
ject was discussed in the August 6 
issue of the Chicago Journal of 
Commerce, which said: 

“Now the Federal government 
has been dragged into the terrific 
and solemn controversy between 


newspaper publishers and _ press 
agents. The aim of the press agents 
is to slip something into the paper 
without paying for it. The aim of 
the publishers, if they are men of 
sagacity and vision, is to exclude 
any press-agent story that lacks 
news value; if they are inclined to- 
ward neurasthenia, their aim is to 
exclude most or all press-agent 
stories. 

“Imagine a newspaper that con- 
tained no mention of a new Ford or 
Chevrolet! Such is the holy ideal of 
many publishers. An event may be 
juicy with news, but it is not to re- 
ceive publicity in a newspaper if 
anyone stands to profit thereby. Its 
place, if anywhere, is in the adver- 
tising columns. Thus the publisher 
suppresses news, for his own pecun- 
iary benefit.” 

No sane advertiser will offer ad- 
vertising in exchange for editorial 
favors, because no worth-while pub- 
lication will grant editorial atten- 
tion in return for advertising. The 
right policy with reference to news 
—publication on its merits as news, 
and not otherwise—is sound for all 
concerned. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or agency 
from the companies sponsoring them, 
or through ADVERTISING AGE. 


103. 1930 Edition of the Nebraska 
Book. 


An elaborate statistical index to 
the Nebraska agricultural market, 
prepared by the publishers in collab- 
oration with A. E. Anderson, State 
and Federal statistician. Published 
by The Nebraska Farmer, Lincoln, 
Nebr. 


135. Valuable Data for the Space 
Buyer in the World’s Great- 
est Market. 

A portfolio in which The New 
York Sun submits tables and charts 
showing the circulation and volume 
of advertising carried in over twenty 
classifications by each New York 
newspaper. A summary of editorial 
policy of The Sun by departments 
and market data on New York are 
included. 


136. How to Use Printing to Get 
More Business. 


Predicated on the assumption that 
the nature of the advertising mes- 
sage and the classification of the 
recipients should determine the form 
of printed matter used for sales pro- 
motion, this 20-page booklet pub- 
lished by Evans-Winter-Hebb, De- 
troit, discusses the distinctive advan- 
tages of letters, folders, broadsides, 
booklets, catalogs, etc. A chart in- 
dexes the uses of printed promo- 
tional matter by type of business. 


137. Place of the Truck Distributor 
in Food Distribution. 

A reprint from The New Era in 
Food Distribution, Chicago, making 
an analysis of information collected 
from 300 truck distributors with the 
object of determining the importance 
of this type of outlet. Charts show- 
ing the number of items handled, 
brands, number of trucks, etc., are 
included. 


138. A New and Powerful Sales Aid. 

A booklet giving the practical ad- 
vantages of the Ajax Photo Print 
Process in sales promotion. The pub- 
lishers, The Ajax Photo-Print Com- 
pany, Chicago, recommend _ this 
method for securing authentic copies 
of letters, orders, contracts, maps, 
price lists, etc. 


139. You—At Twenty. 

In this 64-page book, College 
Humor, Chicago, reveals the reading 
interests of college students and 
those of college age by reproducing 
numerous pages of editorial features 
that have received the approbation 
of readers. Notes on the authors and 
illustrators and an interpretation of 
the matter presented for the benefit 
of advertisers are included. 

73. Progress in Vocational Educa- 
tion. 

A 40-page pamphlet reviewing the 
progress in Vocational Agriculture 
from 1917 to 1927, a government de- 
partment bulletin; deals with the 
nation wide scope of this rural edu- 
cational program, its growth, meth- 
ods employed and results achieved. 
Distributed by Better Farm Equip- 
ment and Methods, St. Louis. 


71. Time’s Circulation. 

A 50-page booklet presenting a 
composite picture of Time’s readers 
by an analysis of the circulation, an 
account of the method employed in 
obtaining subscriptions and a sum- 
mary of advertising carried for sev- 
eral years. 


76. The Intelligence Factor in Ad- 
vertising. 

The publishers define this 26-page 
booklet as a study of the receptive 
intelligence of the audience, assert- 
ing that this factor has been gen- 
erally neglected. Published by the 
Big Four in the Quality Field, The 
Forum, Golden Book, Review of Re- 
views, and World’s Work. 


THE FAREWELL 


“Can I have a lock of 
your hair, Joe, to remember you by?” 


| 
| 
| 
| 
| 


—The New Yorker 


Voice of the Advertiser 


Memo for Mr. Woodley 

Via the Editor: Sometimes, I 
know I’m right and still it takes all 
of the stubbornness that I can sum- 
mon to stick tight. 

Your friendly, appreciative letter 
to ADVERTISING AGE last week, say- 
ing that Book-Cadillac Hotel adver- 
tising had sold you on that hotel, 
gives us our pay for the month of 
August. 

It is good pay, too. Thank you, 
sir! 

OREN ARBOGUST, 
Chicago, Ill. 


Lending Helping Hand 
to Club Editors 

To the Editor: I want to take 
this opportunity of congratulating 
you upon your publication. As a 
“side-line editor,” I find it very diffi- 
cult at times to get material for 
“Ad-Vents,” our club paper, that 
will be of interest to members, and 
your publication is certainly a God- 
send. 

In my opinion it gives just the 
news that an advertising man 
wants, in a form that can be easily 
digested. 

J. A. CULLISON, 

Adv. Mgr., National Fireproofing 

Co. 
Secty. - Treas., 
Club. 


Pittsburgh Adv. 


*- * * 


Advertisers Should Be 


Most Jealous Critics 

Tothe Editor: Advertising should 
keep its own house in order to con- 
tinue to merit the confidence of the 
consumer. 

While no advertiser is immune 
from attack from certain types of 
self-appointed reformers, whenever 
an advertiser is attacked by any 
reputable group, the advertiser 
should lend a respectful ear and go 
about righting his own particular 
error. 

Advertising will be unable to cor- 
rect its own errors as long as mis- 
statements or overstatements occur 
in the advertising handled by estab- 
lished agencies. 

W. B. GEISSINGER, 
Adv. Mgr., California Fruit Growers 


(Continued on Page 12) 


Exchange, Los Angeles. 


Lies Remain Lies, 


Wherever Printed 


To the Editor: The question of 
censorship of advertising copy is 
frequently very difficult. Every ad- 
vertiser naturally believes that his 
product is the best that is made. He 
should think so. 


While conflicting statements are 
sometimes made in copy, the censors 
of the Curtis Publishing Company 
and others seem to handle the mat- 
ter intelligently and usually adjust 
matters satisfactorily. 


In my opinion, publishers not only 
have the right, but it is their duty 
to censor advertising and make sure 
that their readers are not being de- 
ceived. 

It seems self-evident that no hon- 
est advertiser, publisher or adver- 
tising agency deliberately makes 
dishonest statements, and it is cer- 
tain that the standard of honesty 
among them is as high as, if not 
higher than, in any other business, 
industry or profession. 


We have had a lot of excitement 
in the advertising press about the 
use of testimonials, but there isn’t 
the slightest objection to the use of 
honest testimonials. Lies are lies, 
however, whether they are in a testi- 
monial letter or on a tombstone. 


It seems to me that all concerned 
should welcome criticism, because 
no progress is ever made without it. 


FRANK M. ComMRIE, 


President, Frank M. Comrie Co., 
Chicago. 


* * * 


Removing Differential 


To the Editor: The Honolulu Star- 
Bulletin is removing the _local- 
national rate differential by advanc- 
ing both rates, effective September 
1. They have divided the increase in 
rate between the local and national 
card, and have thus narrowed the 
differential to 15 per cent. 


Future raises will be handled on 
the same basis, with the hope that 
eventually the Star-Bulletin will 
have eliminated the differential al- 
together. 


F. P. ALcorn, 
Franklin P. Alcorn Co., New York. 
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Will Publish Fifth 


Edition of “Population” 
The fifth edition of the J. Walter 
Thompson Company’s book, “Popu- 
lation and its Distribution,” will be 
published this year by Harper & 
Brothers, New York. It will contain 
the 1930 census figures, data on 
trading areas, etc. 


To Meet at Cooperstown 

The New York State Publishers 
Association will hold its fall meet- 
ing at Cooperstown, N. Y., Septem- 
ber 5-7. The Otesaga Hotel will be 
headquarters. 


Clarke to Los Angeles 

K. R. Clarke, formerly with the 
New York News Bureau and the 
Wall Street News, has become pub- 
licity manager of the Rio Grande 
Oil Co., Los Angeles. 


No. 5 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


t 
¢ 


REDERICK P. KEPPEL, presi- 
dent of the Carnegie Foun- 
dation, recently said: 


“The architects furnish 
the only sizable group in 
the community who have 
had an all-around train- 
ing in the arts, who carry 
down in any effective 
way the art traditions of 
the past. They do not 
merely talk about art; 
they create it.” 


Do you know anything about 
this man, the architect—what 
he does and does not do; 
whether, when you build, he 
is a luxury or an economy; 
how he differs from a contrac- 
tor; just whose interests he is 
supposed to guard? 


The architect, like the doctor 
and the lawyer, has a code of 
ethics which prevents him 
from advertising; therefore he 
does not tell the public what 
he is and what he does. We 
think the public is entitled to 
know, so we, as interested by- 
standers have put some facts 
of this kind into a little book- 
let, “This Man, the Archi- 
tect.” We shall be glad to 
send a copy of this upon re- 
quest, without charge, to any- 
one who is interested. Please 
enclose a_ self-addressed 
stamped envelope. 


ie Joe: 0 


Publishers of 


ARCHITECTURE 


—- the professional journal—and 
of books on architecture 


] 
CHARLES SCRIBNER'S SONS } 
! 597 FIFTH AVE., NEW YORK J 


| Please send without charge a copy of i J 
“This Man the Architect : 
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20-MULE TEAM 
IN NO HURRY 
TO ADVERTISE 


When It Did, It Had Real 
Story 


San Francisco, Cal., August 7— 
Every factor is in perfect alignment 
in the successful advertising cam- 
paign, and this point was emphasized 
by Henry Dumont, in telling the 
San Francisco Advertising Club 
about the methods of the Pacific 
Coast Borax Company. Mr. Dumont 
was advertising and sales promotion 
manager of the company for many 
years. 

The “20-Mule Team” trade-mark 
was derived from the actual method 
of transportation originally utilized 
by the company between Death Val- 
ley, where the deposits were located, 
and Mojave, the nearest shipping 
point. Teams of twenty mules would 
haul the twenty-ton loads of raw ma- 
terial across the desert trek and re- 
turn again for other loads in an end- 
less merry-go-round. 


Their labors were not in vain and, 
thanks to advertising, the twenty 
mules will be remembered long after 
the “Four Horsemen” and other All- 
American teams are forgotten, the 
speaker suggested. 


Mr. Dumont dwelt on the scientific 
analysis. made to evolve a profitable 
and effective plan for advertising and 
marketing bowax nationally. An ex- 
haustive survey was first undertaken 
to determine the best uses of the 
product, so that the advertising ap- 
peal could be directed accordingly. 
It was found that borax was of 
greatest value in the laundry and 
next in the bath. 


New Use for Rabbits 

The next step involved laboratory 
tests to ascertain what advertising 
claims could be truthfully made for 
the product. It was found that borax 
was an antiseptic but not a germi- 
cide and, therefore, it was advertised 
as a “mild antiseptic.” 


The most sensitive of ears, that of 
a live rabbit, was then immersed in 
a solution to see if it was irritating 
to the skin. Since the rabbit’s ear 
did not even blush from this treat- 
ment, the phrase “less irritating than 
the mildest of soaps” resulted. Other 
discoveries were that borax was “an 
odorless deodorant” and also that “it 
increased the amount of suds three 
to five times from any soap.” 


The package was then scrutinized 
and a more convenient one prepared 
which carried less type matter and, 
in so doing, emphasized the principal 
uses of the product. New price lists 
were issued and easier terms made 
with the jobbers. One instance was 
reducing the minimum deliveries 
from 50 to 25 cases. 


With this groundwork laid, the ad- 
vertising campaign was launched in 
women’s magazines, newspapers, di- 
rect mail, booklets, posters and win- 
dow displays. Among the novelty 
stunts undertaken was the parading 
of the famous twenty-mule team 
throughout the country. 


Experience With Copy 

Since women were by far the heav- 
iest buyers of the package product, 
advertisements were placed in twelve 
leading women’s magazines having a 
ecmbined circulation of 20,000,000. 
At first, full page and half page ad- 
vertisements were used spasmod- 
ically but later it was found that 
better results were obtained by using 
single column advertisements regu- 
larly every month. Newspaper ad- 
vertisements proved of great value 
in stimulating local sales. 

Realizing that no sale was made 
until it actually reached the hands 
of the ultimate consumer, every 
effort was made by the company to 
aid jobbers and dealers in moving 
their goods. Window displays were 


RESULT OF BABY CASE 


WHICH IS MY BABY? 


This is a vital question to the mother. She wants to know just 
exactly how hospitals “tell babies apart.” The most accurate 
method, the Identification Necklace, is used here. It removes 
all possibility of error or confysion. The dainty little necklace 
with the name thereon is put on the beby before it is taken 
from the delivery room. In addition, there is close, personal 
attention to your case. Mother is right. There should be 
nothing left to chance in this respect. 


‘Te the expectant mother: A spectal offer of « S160 
flat rate which inciudes two weeks im the Heapital 
the imetitetion, a» well es the Mother's care. 
The Waldo-Sanatoriuni Hospital 


15th Avenue N. E. and E. 85th Sirect 


”n Phone KEnwood 5028 s 


As the result of the Bam- 
berger-Watkins case in Chi- 
cago, two Seattle hospitals have 
begun advertising campaigns 
stressing the care given newly 
arrived infants. One is the 
Northwestern Hospital. 


prepared which dealers could use in 
conjunction with other soaps. 

Special booklets were written for 
washing machine distributors and 
home economics teachers. Attractive 
broadsides were sent regularly to 
dealers acquainting them with the 
advertising program and urging 
them to tie-up with it. Direct mail 
letters were sent to 6,000 customers 
each month informing them of 
changes in advertising copy and sug- 
gesting ideas for stimulating sales. 
Folders were prepared for chain 
stores. 

The salesmen were not lost sight 
of. Special classes were held to ac- 
quaint them with the advertising 
and marketing plan and complete 
portfolios prepared for their use. 
Cars were furnished to enable them 
to make more calls and carry more 
advertising material. The country 
was divided into territories and sales 
quotas set. It was found ‘that the 
per capita consumption of borax in 
New England was higher than any 
other place and the quotas were ar- 
ranged with this as a goal to shoot 
at. 


New York Union 
Votes Against 
Five-Day Week 


New York, August 7—While 
members of Typographical Union 
No. 6 voted against the five-day 
week, a local authority attributes 
this, not to any wave of conserva- 
tism among printers, but to the fact 
that the statement on the ballot was 
so vague that they didn’t know 
what they were voting for. 

The ballots asked this question: 

“Shall the Union adopt a compul- 
sory five-day law, applicable to the 
book, job and newspaper branches?” 
The votes received thus far show a 
slight majority answering in the 
negative. 

The referendum provided, in case 
of the passage of the rule, that “the 
Executive Committee is empowered 
to devise means and ways of carry- 
ing out this plan.” 

New York Printing Trade News 
pointed out, on the other hand, that 
the newspaper branch of the union 
is now deadlocked with the pub- 
lishers on the question of the five- 
day week, and that this influenced 
voting in the affirmative. 


Open Downtown Branch 


The new downtown branch of the 
J. Walter Thompson Company, New 
York, was opened at 150 Broadway 
August 4. In charge are Henry C. 
Flower, Jr., John T. Harman, Jr., 
and William D. Kennedy. 


Has Pharmacal Account 


The General Pharmacal Corp., 
New York, manufacturer of proprie- 
tary medicines, has appointed Harold 
D. Frazee & Co., of that city, to 
handle its advertising. Newspapers 
will be used. 


C. I. T. Report 
Is Vindication 
of Instalments 


New York, August 7—Commer- 
cial Investment Trust Corporation, 
one of the largest companies spe- 
cializing in instalment and other 
forms of industrial financing, re- 
ports the greatest first half-year 
earnings in its history, with consoli- 
dated net profits available for divi- 
dends amounting to $4,738,683 for 
the six months ended June 30. 

This represents an increase of 
more than 17 per cent. over the rec- 
ord earnings of $4,042,116 reported 
for the like period of last year, and 
a gain of 111 per cent. over the 
profits of the corresponding six 
months of 1928. The increase in 
profits was accomplished despite a 
smaller gross volume of business. 
Bills and accounts purchased dur- 
ing the six months totaled $207,204,- 
728, compared with $265,106,369 for 
the first half of 1929 and $129,865,- 
493 for the first six months of 1928. 


The semi-annual report of the 
corporation has been awaited with 
interest because of the widespread 
feeling that instalment financing 
was undergoing a severe test during 
the general business depression. 
That the corporation has met this 
test successfully is indicated by 
President Henry Ittleson, who told 
stockholders: 


“The bulk of the Corporation’s 
receivables June 30, 1930, consisted 
of secured obligations arising out of 
the completed sale of labor saving 
devices, machinery, household utili- 
ties, automobiles and other durable, 
marketable commodities. 

“The larger part of the receivables 
which were outstanding at the be- 
ginning of the year have matured 
and been paid and most of those 
outstanding June 30, 1930, were ac- 
quired during the preceding six 
months. 

“Collections have been satisfac- 
tory. All uncollectible receivables 


have been charged off in the first six 
months of 1930. While the ratio of 
these charge-offs has been somewhat 
above normal, it has not been ex- 
cessive, as is shown by the substan- 
tial net profit for the six months in 
excess of all dividend requirements 
for the period and the maintenance 
of reserves for future possible losses 
and contingencies in accordance with 
the Corporation’s usual conservative 
standards. These reserves as of 
June 30, 1930, represented 1.86 per 
cent. of the outstanding receivables 
as compared with 1.73 per cent. 
December 31, 1929.” 


Regain Pelman Account 

The Pelman Institute of America, 
New York, has placed its advertis- 
ing with Schwab & Beatty, of that 
city, who handled the account for 
eight years. 


Agency in New Offices 

Nelson, Duncan & Harlow, Inc., 
Boston agency, has completed its re- 
moval to new offices at 234 Claren- 
don street. 


RUPERT HY THOMAS 


Educate the ultimate 
Consumer 


By all means but don’t overlook 
the architect if your product is 
in the building field. 


Leave your consumer campaign 
alone if it is 100%, but scruti- 
nize carefully your architectural 
advertising. 


Estimate the importance of the 
architects’ approval and balance 
against that the money you are 
investing to convince him of the 
merits of your product. Ten to 
one you will agree that, in pro- 
portion, the architect is being 
slighted. 


We have facts that may interest 
you, 


Rupert Thomas, Advertising 
11 W. 42nd St, New York 


An agency specializing in build- 
ing materials and equipment 


eses of department store lineage 
- the first 6 months of 1930, 
over the first 6 months of 


Department stores and 
shrewd buyers of news- 
paper space, being right 
in Milwaukee, are in a 
position to judge its 
newspapers. Their own 
cash registers are accu- 
rate gauges of pulling 
power. Thus, when Mil- 
waukee department 
stores show a definite 
trend toward the News, 
it is very significant. 


The-increased reader 
acceptance naturally 
- resulting from this 
gain in department 
Store lineage is of | 
- prime interest to na-. 
tional advertisers. It 
means that the Wis- 
consin News {s_be- 
coming the buying. 
guide of constantly. 
increasing numbers 
of Milwaukee fami- 


| “You Need the News” | ‘You Need the News " 
WISCONSIN ENS 


MILWAUKEE 
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August 9, 1930 


CANCELLATION 
OF ‘BAKER'S 
IS ORDERED 


Famous Cocoa Trade-Mark {s 
Ruled Out 


Washington, D. C., August 7.— 
Many years of disagreement between 
W. H. Baker, Inc., and Walter Baker 
& Co., Lid., over the use of “Baker” 
have been ended, at least tem- 
porarily, by the decision of the Com- 
missioner of Patents sustaining the 
former’s petition for cancellation of 
“Baker’s” as a trade-mark for cocoa, 
chocolate, and cocoa preparations. 

The decision, which confirmed the 
ruling of the Examiner of Interfer- 


BEAUTY 


A Newspaper for and of the 
Cultivation of Beauty 


100,000 monthly circulation 
A follow-up to 


The Beauty Hour 


On Station WBBM, Wrigley 
Building, Chicago 


Starting September 15 


A perfect tie-up between manu- 
facturers of toilet articles and 
the feminine ultimate consumer 


For particulars write 


The Beauty Syndicate 
Press 
Suite 1406, Marshall Field 
Annex Building, Chicago 


WHITTLING DOWN A BANK TO THE RIGHT SIZE 


This savings institution for young fellers was opened recently at Jamaica Plains by the Bos- 
ton Five-Cent Bank. Its appeal is said to be stronger than that of the candy counter which 
formerly got most of the nickels. 


ences, was based on the act of 
February 20, 1905, which specifically 
prohibits the registration of a mark 
“which consists merely of the name 
of an individual, firm, corporation, 
or association not written, printed, 
impressed, or woven in some par- 
ticular or distinctive manner,” un- 
less such mark has been used by the 
applicant or his predecessors or by 
those from whom title is derived, in 
commerce with foreign nations or 
among the several States or with 
Indian tribes “in actual and exclu- 
sive use as a trade mark for 10 


is a list of the 


appeal value. 


CHICAGO 
2320-2336 Wabash Ave. 


OVER A THIRD 
CENTURY OF 
PRESTIGE 


For over thirty-five years our 
lithographed products have 
been establishing an ever in- 
creasing prestige among 
national advertisers. 


Today a list of our customers 


tisers of the country. 


Whatever your product, we 
can display it to gain the 
maximum attention and 


EDWARDS & DEUTSCH 
LITHOGRAPHING 
COMPANY 


Offset » Poster » Color 
Commercial Lithographers 


leading adver- 


MILWAUKEE 
2101-2113 Michigan St. 


Go South, Mr. 
Radio Dealer 
Montgomery, Ala., August 


7—Enthusiastic over the pos- 
sibilities of education by ra- 
dio, the State of Alabama is 
now paying one-third of the 
cost of every receiving set in- 
stalled in every county high 
school. A _ million-dollar high 
school under construction here 
is being wired for radio. 


years preceding February 20, 1905.” 

Being a common surname, the 
mark was registered under the ten- 
year clause of the act of February 
20, 1905. In the registration con- 
tinuous use since 1836 was alleged. 


History of Case 

The Commissioner gave this in- 
teresting review of the case: 

“There is no dispute that regis- 
trant began using the name ‘Baker’s’ 
alone upon its goods as a trade- 
mark and used it continuously from 
a date many years prior to the 
entrance of petitioner into the field. 
About June, 1894, petitioner began 
using this same name upon sub- 
stantially the identical class of 
goods and continued such use until 
about September 11, 1896, when the 
United States District Court handed 
down a decree enjoining the de- 
fendant from using the word ‘Ba- 
ker’s’ alone and requiring it to use 
the name ‘W. H. Baker’s.’ 

“Later this decree was affirmed by 
the Circuit Court of Appeals with 
the additional requirement that the 
defendant display upon the pack- 
ages the statement that ‘W. H. Ba- 
ker is distinct from the old choco- 
late manufactory of Walter Baker 
& Company.’ 

“Since this time the petitioner has 
conducted its business in accordance 
with these restrictions and has con- 
tinued to use the word ‘Baker’ and 
‘Baker’s’ with these additional dis- 
tinctions required by the decree. As 
this use of ‘Baker’s’ by the peti- 
tioner took place during the first 
year and eight months of the criti- 
cal 10-year period during which the 
trade-mark statute required the reg- 
istrant to have ‘actual and exclusive 
use of the trade mark,’ it is clearly 
enough established that the reg- 
istrant did not qualify for registra- 
tion under the ten-year clause of 
the trade-mark act.” 

In concluding, the Commissioner 
cited the famous litigation between 
the Baldwin Company and the R. S. 
Howard Company, in deciding which 
the United States Court of Appeals 
held that “the question of priority 


of use is immaterial if no right to 
the use ever existed.” 


“Flametex” Is Registered 

Another interesting case con- 
cerned the application for registra- 
tion of “Flametex” by Bronston 
Bros. & Co., for wall board, ete. 
Opposition was unsuccessfully pro- 
vided by the Celotex Company. 

The First Assistant Commissioner 
of Patents confirmed the Examiner 
of Interferences in his belief that 
the use of the two trade-marks 
would not be likely to deceive the 
buyer when the two marks appeared 
in the same market. 

Harry Conniff, doing business as 
the Angeles Packing Company, may 
continue to use “San Wan” as a 
trade-mark for canned salmon. The 
San Juan Fishing & Packing Com- 
pany sought cancellation of the 
mark. The company’s failure to 
appeal from a decision rendered 
February 16, 1929, was held fatal 
to its contention. 

“The former proceeding,” said the 
First Assistant Commissioner, “de- 
termined that the trade-marks, so 
far as they have anything in com- 
mon, are to such an extent geo- 
graphical that neither party is 
entitled to the broad protection 
necessary to support a judgment of 
priority in favor of one party which 
would exclude the other party from 
using these geographical words.” 


“Photoplay” in 
New Quarters 
Photoplay Magazine, Chicago, is 
now in new and enlarged quarters 
in the Palmolive building. About 
half a floor is occupied. There was 
no formal celebration of the open- 
ing, for, as C. J. Harrison, Western 
advertising manager, said, “We kept 
right on working just as we were 
doing in the old offices.” 


Hotels Use Newspapers 


Newspapers and radio will be 
used by Vanderhoof & Co., Chicago, 
for the Affiliated Hotels Bureau, 
comprising 14 hotels in major cities. 

The same agency is directing the 
account of the Blackstone Institute, 
Chicago, publisher of the American 
Law Library. Magazines, radio-and 
class publications will be employed. 


“Hotel World” Is Monthly 


Hotel World, Chicago, will become 
a monthly September 1, after hav- 
ing been published as a weekly for 
many years. The Ahrens Publishing 
Company will, however, issue a 
weekly pictorial news digest in 
tabloid size. J. O. Dahl, editor of 
Hotel World, will be in charge of 
the Hotel World Pictorial. 


Dr. Dorrance 
Takes Measure 
of Advertising 


Camden, N. J., Aug. 7—‘Adver- 
tising is one of the brilliant achieve- 
ments of man’s ingenuity in fetter- 
ng the forces of nature and making 
caer do his bidding,” according to 
Dr. John T. Dorrance, president of 
the Campbell Soup Company, in a 
statement made today to Sturges 
Dorrance, president of Dorrance, 
Sullivan & Co., New York. 


“Some day advertising will be ac- 
corded its proper place,” declared 
Doctor Dorrance. “Some day it will 
be reckoned along with the colossal 
and far-reaching inventions. that 
have broadened and benefited hu- 
man life beyond calculation. It will 
be rated with the gasoline engine 
that gave us the automobile; with 
the incandescent lamp that revolu- 
tionized our nights; with the tele- 
phone and the telegraph and the 
wireless. 


“Advertising is man’s invention 
to serve himself with what he needs 
and what he wants. It is the short 
cut to the sources of his supply. 
The arrow of publicity points the 
shortest, most direct road to the 
market.” 


Continuing he said: “National 
advertising creates a reservoir of 
power that local advertising may 
tap by striking the same chord by 
‘tuning in,’ just as radio sets tune 
in on a broadcasting station. Presi- 
dent Hoover’s appeal to industry 
has served as a ringing call to na- 
tional advertisers to notch up the 
power plant of their campaigns, and 
our company has been quick to re- 
spond. 


“In addition to heavy space com- 
mitments in the leading national 
magazines, and in all the surface 
street cars in the United States, we 
have started a large space campaign 
in the leading newspapers of the 
country, from Boston to San Fran- 
cisco and from Minneapolis to 
Houston. 


“Our advertising power plant is 
working full time.” 


Commencing in 1899 with modest 
expenditures, Campbell Soup Com- 
pany’s campaign of informative ad- 
vertising has steadily increased un- 
til today it represents an annual in- 
vestment in various media of nearly 
$3,500,000. 


During that period, the com- 
pany’s percentage cost of selling 
and advertising has dwindled to but 
a fraction of that of selling alone 
in 1899, while overhead costs, per 
can, have decreased approximately 
85 per cent. 


Gress to Lecture on 


American Typography 
Edmund G. Gress, for 15 years 
editor of American Printer, and au- 
thor of “The Art and Practice of 
Typography,” will give a series of 
lectures on typography for the 
period 1780-1930. The series will be 
given at the Art Center, New York, 
every Tuesday for ten weeks, begin- 
ning November 4. 

The class will be limited to 25 
members and registrations may be 
made direct with Mr. Gress at 303 
Fifth Avenue. He will also discuss 
the individual problems of those at- 
tending. 


Chicago Directory of 
Foreign Trade Planned 


The Chicago Association of Com- 
merce will publish a foreign trade 
directory of that city. It will list 
all exporting and importing houses 
in Chicago. Special sections will be 
printed in French, German and 
Spanish. 


Issues New List 
The Chicago Paper Company, 
Chicago, IIl., has issued a loose-leaf 
price list to advertisers. New sheets 
will be issued from time to time, so 
that users will have current prices 
at their finger-tips. 


Joins Publicity Bureau 

Miss Annette McMahon, late of 
the Dayton (Ohio) News, has joined 
the Miami Valley Publicity Bureau, 


of Dayton, 
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ADVERTISING AGE 


COPY EXPERT 
JOURNEYS TO 
DANCE HALL 


Marathon Leaves Him Hanging 
to Ropes 


The copy chief for a Chicago 
agency regards it as his duty to 
keep his fingers on the pulse of 
humanity—to know what the genus 
homo is thinking and talking about 
at any given moment. In quest of 
this intimate knowledge he jour- 
neyed to the Merry Garden ballroom 
at Belmont and Sheffield avenues, 
where a dance marathon is in prog- 
ress. In fact, it has been that way 
for almost 3,000 hours. 


The copy expert left the ballroom 
in a daze, mumbling to himself as 
he walked down the street. 

“The spectators are as crazy as 
the dancers,” he told a_ solicitous 
friend who hailed him. 


“They not only invest liberally in 
the autographed photographs of the 
surviving dancers, but frequently 
vent their enthusiasm by throwing 
money — real money —out on the 
floor. And here we are wailing 
about the shortage of cash and the 
refusal of the owners to spend it!” 


Better Than Lay-Off 
Merry Gardens usually closes 
down for the summer, but this year 
some one around the place had the 
idea of putting on a dance mara- 
thon. Why not? 


The long journey began April 11, 
with 50 couples, who were allowed 
18 minutes rest out of every hour. 
The time out was enjoyed on cots 
placed on the edge of the dance 
floor. Not enough of the dancers 
seemed to be annoyed by the fact 
that their sleep was somewhat 
broken because of this schedule, and 
the management gradually reduced 
the intermission. The present rest 
period is five minutes out of every 
hour. 

The original 50 couples have been 
reduced to three and one-half. One 
of the girl friends wearied and quit, 
but her partner is going ahead by 
himself. 

The couples merely have to keep 
moving for the most part, but at 
stated intervals, they are required 
actually to dance. Time on the radio 
is utilized to keep a breathless pub- 
lic informed of developments. Most 
of the dancers speak into the micro- 
phone when called on, weaving 
enough to meet the requirements, 
and responding in answer to the 
announcer’s inquiries, “Aw, I feel 
purty good.” 


What Reporter Saw 
A reporter for the Chicago Trib- 
une described proceedings as fol- 
lows: 


“In the face of that proverbial 
phrase ‘the weaker sex,’ the three 
sturdy girls remaining after 46 men 
have been eliminated in this test of 
time and feet testify to their ability 
to carry on equally well with the 
men. 

“At midafternoon yesterday two 
of the three, Margie Meadows, 24 
years old, and Theresa Zito, 23, were 
asleep on their feet as_ they 
stumbled to and fro in the restricted 
area of the dance floor unoccupied 
by spectators. The other, Ann Gerry, 
blonde and 24, was awake, alert— 
and staggering under the sagging 
weight of her partner, Mike Gou- 
vas, 30. 

“An hour later, however, the 
Misses Meadows and Zito were pop- 
ping about the jammed and swelter- 
ing auditorium exchanging their 
postcard photographs for incidental 
dimes, quarters, and halves, during 
a five minute period permitted them 
to garner these profits. Even the 
discouraged Mike came to long 
enough to do a little rushing busi- 
ness on the postcards. 

“Rallies on the part of the dancers 


always ‘get a big hand’ from the 


thousands who stream in and sit 
for hours. But yesterday, when 
Mike Gouvas, the young Greek part- 
nered with Ann Gerry, sent the 
blonde girl spinning across the floor 
with a shove when she balked his 
attempts to crawl into his cot and 
seek oblivion in slumber, the largely 
feminine audience hissed and booed. 
Mike’s peevishness wore off later, 
though his legs still wabbled. 

“Joe Rock, wiry survivor of 13 
marathons, spent the afternoon sup- 
porting Miss Meadows, a hefty arm- 
ful in green beach pajamas. Joe is 
23 and a tap dancer, as he demon- 
strated at one point in the proceed- 
ings. It was a pretty good tap 
dance, too, and brought silver 
showering onto the floor. Margie 
thoughtfully assisted Joe in collect- 
ing the pieces. 

Partner Wants to Sleep 

“Jack Ritoff, 24 year old Joliet 
boy, had all he could do to keep his 
partner, Theresa Zito, awake and 
moving. After one rest period Jack 
took charge of the young woman and 
with almost paternal firmness 
piloted her over to a basin of ice 
water, where he doused her hands 
and face, then shook her awake and 
started her going again. 

“Theresa was intent on winding 
her arms about his neck and simply 
hanging on, but Jack managed to 
repulse her and keep her navigating 
on her own power, while the crowd 
roared. 

“Livest of the lot of contestants 
was Bob De Marchis, 26. His part- 
ner, Marcella Meadows, was unable 
to come back a few days ago, and 
Bob really doesn’t seem to mind as 
he steps about, apparently needing 
no prop but his own legs.” 

Admission to this interesting scene 
runs as high as $1.50. The man- 
agement will eventually distribute 
$2,600 in prizes. Now, what do you 
deduce from that? 


Speaker Urges 
Reserve for 
Advertising 


Denver, August 7—Addressing 
the Denver Advertising Club, W. J. 
Donald, managing director of the 
American Management Association, 
urged the creation of advertising 
reserves for lean years. 

“Every advertising man should 
lay aside a part of his appropria- 
tion in prosperous years,” said Mr. 
Donald, “placing it in a reserve 
fund which would be available when 
business is a little harder to get. 


“This thought is suggested by the 
curtailment of advertising by many 
houses which need more rather than 
less. 

“Now is the time to be making 
plans for business expansion. Busi- 
ness executives ought to be testing 
out their ideas now. They should be 
finding out what their mistakes are. 
They should be getting their ideas 
and business policies down to bed- 
rock now. If these are found work- 
able now they will be prepared for 
the upward swing of business when 
it comes.” 


Speaking metaphorically, Mr. 
Donald said there are many good 
drivers on the roads of business, 
and much good planning, but also 
many fool drivers. 

“Reckless drivers,” he declared, 
“are jeopardizing the good drivers, 
and the damage they do increases 
geometrically. When one reckless 
driver crashes in a collison, the ac- 
cident impedes the progress of many 
good drivers who are forced to 
stand still, and the congestion 
spreads rapidly.” 


Announce Winners of 
Essays on Building 


National Trade Journals, Ince., 
New York, has announced winners 
in its $1,000 contest on “How 
Builders and Material Dealers Can 
Meet Mail Order Competition in the 
Home Building Field.” 

The necessity for compact local 
organizations of independent agen- 


cies was the keynote of the winning 
essays. 


CHAIRMAN OF BOARD 


Ff. J. Ross 


Mr. Ross, who has been president 
of the F. J. Ross Company, New 
York and San Francisco, becomes 
chairman of the board of Fuller & 
Smith & Ross, Inc., formed by the 
merger with Fuller & Smith, Cleve- 
land. 


Fifty Slogans 
Fail to Deceive 
Advertising Men 


Advertising men just love their 
slogans. The F. W. Bond Company, 
Chicago, made an offer of $10 for 
the first correct identification of 50 
slogans which were printed in the 
company’s house organ. About 50 
answers were received and 45 of 
them were correct. The award was 
made to the first received. 


Government specifications provide 
that in the event of a tie, the full 
amount of the prize must be paid to 
each tying contestant. On this basis, 
the local agency still owes $440. 


The slogans used were: Ask the 
man who owns one; Ask, dad, he 
knows; You just know she wears 
’em; Chases dirt; For young men 
and men who stay young; Hasn’t 
scratched yet; Keep that school girl 
complexion; 

Not a cough in a carload; They 
satisfy; Nothing rolls like a ball; A 
small thing to look for, a big thing 
to find; His master’s voice; No 
metal can touch you; Let the pup 
be your furnace man; All that the 


name implies; The watch of rail- 


road accuracy; Goes a long way to 
make friends; The greatest name in 
rubber; It beats as it sweeps as it 
cleans; Look to the body; The skin 
you love to touch; 


When it rains it pours; 4 out of 
5; The flavor lasts; It had to be 
good to get where it is; The ham 
what am; The home of the good 
film; Better to be safe than sorry; 
There’s a reason; The champagne 
of ginger ales; Good to the last 
drop; Hammer the hammer; Mighty 
monarch of the air; The instru- 
ment of the immortals; 


The danger line; From contented 
cows; It floats; Knocks out that 
knock; Time to retire; Eventually, 
why not now?; Built like a sky- 
scraper; Covers the earth; The 
more you eat, the more you want; 
No springs—honest weight; Best in 
the long run; Candy mint with the 
hole; Concrete for permanence; It’s 
toasted; America’s most famous 
dessert; Built for sleep. 


Joins Hughes, Wolff 

Returning from a three months’ 
trip to North Africa, John B. Hart- 
nett has become an account execu- 
tive with Hughes, Wolff & Co., 
agency of Rochester, N. Y. Mr. 
Hartnett was formerly sales and ad- 
vertising manager of the Folmer 
Graflex Corporation. 
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reaching and selling my marke thru Out 


door Advertising. And at —e 


This is the story of successful selling. It 
is the experience of one of America’s fore- 
most distributors. He has proven the 
effectiveness of the Outdoor message. 


An outstanding sales record confirms 


his contentions. 


«« Today—the purchasing 


nation is on the highways. We are a nation 


of Outdoor enthusiasts. Ever on the go... 


THE CENTRAL OUTDOOR 


1028 CARNEGIEAVE. 


CLEVELAND 


President REEKE-NASH MOTOR CO. 
Cleveland. Ohio 


Doing things . . . Going places. Mental 
reactions are fast. We are headline readers. 
Selling must be geared to the market. 
«« Outdoor Advertising dominates the 


motoring millions . . . Color commands 


the eye. The message flashes. A mental 


power of the 


impression is registered. Constant repetition 
builds the buying impulse. Desire is cre- 
ated. A decision is made. Business results. 


ADVERTISING COMPANY 


320 VANCE STREET 


TOLEDO 
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Use Other Men’s Brains 


Why not systematically concentrate the good 


ideas, plans and experiences of other men be- 
fore you, on your desk blotter, once a month? 
Selling Aid Digest does it for you. Gives you 
gist of a month's ideas in 15 minutes. Apply 


them to your business. Write for sample. 


FLINT McNAUGHTON 
78 E. Madison Street CHICAGO 


THE LETTER SHOP, Inc. 
Addressing, Multigraphing, 
Mimeographing, Individual 

Letters 


Telephone Wab. 8655-8656 
440 So. Dearborn St., Chicago, Ml. 


by usin, rect Mail— 
OF SELLING Pitter ‘Post Carve, 

Pectageond The Maltbg mor fae, Sina oe. 

aw Xl —z~ since 116 is entirely 

devoted to Direct Mai! Advertising and posing: 
Tells ah: to Lag ~~ selling cost. 5 

jiness ideas, information and facts. $2.00 7 

year. At end of year, we return $4.00 if you are 
not satisfied. Send 26¢ for ane. + = 

35th Street 

Brooklyn, N.Y. 
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‘JUDGE’ CARTOON 
GAVE BIRTH T0 
FLIT SERIES 


“Tide” Tells How Stanco Got 
That Way 


New York, August 7—Stanco, 
Inc., whose Flit cartoons have ri- 
valed the editorial content of mag- 
azines in winning attention, has de- 
parted from humor for the time 


being, but will revert to it again in| 


the near future. Such heads as 
“Your child can get typhoid fever 
from a fly” are being used in full 
pages in color in leading magazines 
for the time being. 

“Tide,” published by Time, re- 
cently told of the inception of the 
Flit cartoon idea. 

“When Flit was introduced by 
the Standard Oil Company of New 
Jersey in 1923,” explained “Tide,” 
“its competitors on the job of insect- 
killing (Black Flag, Fly-Tox, etc.) 
were many and, for the most part, 
well-established. But Flit proceeded 
to do a good job of killing, and soon 
Standard Oil, considering its young- 
est product, discovered it to be the 
best-selling insecticide. 


“Pleased, Standard Oil founded 
Stanco Inc. (1927) and gave it to 
Flit. Guided by Stanco Inc. (which 
makes and markets Nujol and Mis- 
tol as well) Flit’s sales thrived and 
grew fat while innumerable insects 
died horrible deaths. 


“After founding Stanco Inc. to 
direct the doings of Flit, Standard 
Oil had little or nothing to do with 
its offspring. But in 1929 the par- 
ent company decided to tell stock- 
holders all about it. Flit had been 
carrying on, for some months, a 
most unusual advertising campaign. 
The advertisements comprising it 
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Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
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Chicago 


You may enter my subscription for one year. I 
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THE CARTOON THAT STARTED IT ALL 


“Darn it all, another Dragon. And just after I’d sprayed the 


whole castle with Flit!” 


had been discovered purely by 
chance. No straight copy was being 
used. There was, in fact, no copy at 
all; the whole campaign consisted 
of cartoons. And they were selling 
Flit as Flit had never been sold be- 
fore. 
Selling the Stockhelders 

“So Standard Oil, enthusiastic, 
put the cartoons in a booklet, sent 
it along with dividend checks. Sub- 
sequent reports indicated that the 
cartoons converted many a common 
stockholder into a Flit-buyer. 

“This year another collection of 
cartoons accompanied each dividend 
check. Such recognition of the hu- 
morous is far from common, espe- 
cially with an organization as digni- 
fied and as potent as Standard Oil. 
Meanwhile, a number of people were 
offering thanks for a rare combina- 
tion of luck and good advertising 
judgment. The story: 

“In January, 1928, a _ cartoon 
signed with the name Seuss ap- 
peared in Judge. Pictured was a 
mediaeval knight contemplating a 
mediaeval and quaintly-conceived 
animal. The caption: ‘Darn it all, 
another Dragon. And just after I’d 
sprayed the whole castle with Flit!’ 

“Nothing unusual was this 
friendly reductio ad absurdum of a 
well-known product’s claims, except 
the weirdness of the cartoon. But 
one Judge reader who looked and 
laughed found this particular car- 
toon very unusual. After a day’s 
study, he called up Judge and asked 
who Seuss was. 


“A few days later he called up 
Theodore Seuss (Geisel), said he 
represented Flit’s advertising agents, 
asked Cartoonist Geisel if he would 
come around and listen to a plan. 
Cartoonist Geisel came, heard, was 
conquered. Shortly thereafter H. K. 
McCann’s started the now-famous 
Dr. Seuss cartoons as the piece de 
resistance of a noteworthy campaign 
which has run steadily ever since. 


Expanding Appropriation 

“Flit cartoons are regularly quar- 
ter-page size. Very funny, they 
brighten up the somewhat unlovely 
associations Flit has: bugs and mur- 
der. The net result is that with only 
a moderate advertising appropria- 
tion (circa $200,000) Flit receives 
the popular attention generally re- 
served for advertisers in the mil- 
lion dollar class. 


“Although cartoon advertising (as 
distinct from humorous copy) is by 
no means common, Cartoonist Geisel 
is not alone in the field. Others are: 
Rea Irvin (Murad cigarettes) ; John 
Held, Jr. (Old Gold cigarettes) ; 
John Markow (Kro-Flite golf-balls). 
In Manhattan, Macy’s department 
store runs occasional copy in light 
verse (by Margaret Fishback) illus- 
trated with drawings by Robert 
Martin. Standard Oil of New York 
uses posters by funnyman Percy 
(“Skippy”) Crosby. 

“Cartoonist Geisel, New Yorker, 
26, married, went to Dartmouth. 
There, while simultaneously editor 
of the Jack-o-Lantern, Dartmouth 
funnybook, and on probation, he con- 
trived to carry on the editorial 
duties which probation was _ sup- 
posed to halt, by using his middle 
name Seuss. Over that odd mono- 


Dr. 
his 


syllable, with, off and on, the 
prefix, have appeared all of 
drawings since. 

“In 1925 Cartoonist Geisel out- 
maneuvered his probation and grad- 
uated. To Oxford he then went, 
thinking that he would study Eng- 
lish and teach it sometime. But he 
found that he could not so blithely 
forswear his art. Then he sold his 
first drawing in 1927 to the Satur- 
day Evening Post, since has had 
many drawings accepted by Life, 
Judge, ete. 

“One day he created his mediaeval 
knight and dragon. But what should 
he have the castle sprayed with? He 
knew little about insecticides. So he 
flipped a coin, and the coin said Flit. 
Wherewith he sent the cartoon to 
Judge and forgot all about it until 
the events that followed brought it 
vividly and lastingly to mind.” 


Recreation Book 


Is Featured in 
Van Durk Copy 


Los Angeles, August 7—James 
Houlihan, Inc., which recently affili- 
ated with MacManus, Inc., of De- 
troit, has opened an advertising 
campaign in behalf of the Van-Fleet- 
Durkee, Inc., system of service sta- 
tions, 


It centers on the “Recreation 
Book,” in the preparation of which 
months of research were required. 
Binding is done in loose-leaf fashion 
so that the pages may be kept per- 
petually up-to-date; and as fast as 
changes are learned by the V. & D. 
Recreation Department they are 
printed and sent out for insertion. 

Behind the recreation service, Van- 
Fleet-Durkee has created a char- 
acter to be known and publicized as 
“Van Durk, the Recreation Man.” 
“Ask Van Durk!”’ is the advertising 
theme. While there is actually a per- 
son known as Van Durk, the station 
operator himself is to assume the 
role whenever a motorist asks for 
Van Durk. The operator’s response 
to a query for Van Durk should be: 
“What touring information can I 
give you?” 

Operators invite customers to 
browse through the book while being 
served; and special pads have been 
printed for the convenience of cus- 
tomers desiring to jot down mileage, 
turns or other information. These 
pad sheets are labeled, “V. & D. Rec- 
reation Service.” 


Van Durk himself will circulate 
constantly among the stations, which 
extend from Canada to Mexico. 


Colwell Sails 


Worth Colwell, president of Kor- 
bell & Colwell, New York, has sailed 
for Europe in the interest of the 
numerous New York shows for 
which his company serves as public- 
ity directors. 


“Smart Set” Suspends 


Smart Set Magazine, New York, 
has suspended publication until fur- 
ther notice. The publishers expect 
to resume early next year, they say. 


GOOD WILL IS 
ONE OBJECTIVE 
OF ADVERTISING 


Snodgrass Tells of Important 
By-Product 


New York, August 7.—“The func- 
tion of advertising is to establish 
and maintain a good will which will 
sell more goods over a long period 
of time and carry sales momentum.” 

Giving this definition, Rhey T. 
Snodgrass, former advertising man- 
ager of the Minneapolis Journal, 
addressed the Advertising Club of 
the New York Times last week. 


Hugh Chalmers was one of the 
few men in the automobile business 
in its early days who understood the 
principles of advertising, Mr. Snod- 
grass said. He wanted to sell goods; 
to make owners of his car glad they 
had bought it; and to inspire his 
own organization. He used adver- 
tising intelligently to accomplish 
this three-fold purpose. 

“Fifteen years ago,’ said Mr. 
Snodgrass, “the house I was with 
undertook a difficult job for the 
American Telephone and Telegraph 
Company. It was a peculiar situa- 
tion. There were many cities in 
which there was a dual telephone 
service. This was back in the days 
when the monopoly, as such, was 
unpopular. 

“At that time, every one of the 48 
States in the Union had bills in 
their legislatures, unfriendly to the 
Bell Telephone System, because they 
were ignorant of the business of the 
Bell Telephone Company — because 
nobody knew anything about the 
telephone business except the tele- 
phone people. 


Building Good Will 

“The Bell people were induced to 
go into a campaign to acquaint the 
public with their business; let them 
know and understand what the tele- 
phone business is, and the impor- 
tance of having a single telephone 
system which would reach every- 
where. So they entered into a cam- 
paign, and a very short time after, 
this legislation that was on foot all 
over the country disappeared en- 
tirely. 

“You don’t hear anything about it 
now. And so far as the telephone 
being an imposition upon the com- 
munity is concerned, nobody feels 
that way about it now. The compet- 
ing companies practically disap- 
peared, and a couple of other things 
resulted which were not expected. 


“At that time, the Bell Telephone 
Company owned 31 subsidiary com- 
panies, like the New England Bell 
Company, the New York Telephone 
Company, etc. The company was 
borrowing from $50,000,000 to $100,- 
000,000 a year, to make extensions 
and new installations. This money 
was borrowed on various forms of 
security, offered on the open mar- 
ket. 


“In the course of a couple of 
years the market was so steady that 
the additional profit to the company 
from the sale of their securities 
paid for their advertising many 
times over. That was one result. 


“The other was this: In every 
advertisement there was put a para- 
graph relating to the long distance 
telephone service, reminding the 
business man of what he already 
knew, that this instrument was as 
his' right arm. The long distance 
lines had always been conducted at 
a loss. In about a year and a half 
that loss was turned into a profit, 
and since then the long distance 
lines have been profitable. That 
campaign became the forerunner of 
what is commonly known as ‘institu- 
tional advertising’.” 


Studies Foreign Art 


Ralph Fuller, of the Robert E. 
Ramsay Organization, New York, 
has sailed for Europe, where he will 
continue his art studies. 
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Women in 
Advertising 


Miriam Rosenthal 


Dayton, O., August 7.—As direc- 
tor of publicity and advertising for 
the Dayton Community Chest drives, 
Miss Miriam Rosenthal has been so 
successful in filling the coffers heap- 
ing full and overflowing that she 
regards a mere million dollars some- 
what contemptuously. 

Thus far she has created posters, 
written newspaper copy and de- 
veloped other literature which has 
brought returns of $4,000,000 for 
the Community Chest alone. 


Between such drives, she raised 
funds for a two-million-dollar hos- 
pital, the Allied-Jewish campaign 
for sufferers in Palestine, the Red 
Cross and other institutions. 

Before putting her understanding 
of psychology at work to rend the 
hearts and purses of the Dayton 
public, Miss Rosenthal toiled for the 
Dayton Journal, Dayton Herald and 
the Dayton Daily News. 


Manufacturers 


of Men’s Wear 
to Stage Show 


New York, August 7—The Na- 
tional Men’s Wear Show will be held 
here September 15-20, its object 
being to stimulate lagging interest 
in clothing and accessories. Enough 
contracts have been received from 
manufacturers to insure the success 
of the event, which will be staged in 
the Hotel Astor. Merchandise Fairs, 
Inc., is handling the show. 

The show will be linked up with 
humerous entertainment and amuse- 
ment features. Admission will be 50 
cents. Prominent stage and screen 
stars, public officials and business 
men will be asked to attend as 
guests of honor. 

The manufacturers’ committee in- 
cludes A. O. Buckingham, Cluett, 
Peabody Company, Inc., as chair- 
man; W. H. Bamford, Cheney 
Brothers; S. Rae Hickok, Hickok 
Manufacturing Company; Arthur J. 
Morton, Hickey-Freeman Company; 
I. S. Federbusch, Braeburn of Ro- 
aces, and M. S. Pray, Delpark, 

ne. 


Plan Noblesse Campaign 
The Oneida Company, Ltd., 
Oneida, N. Y., will stage a fall ad- 
vertising campaign on Noblesse, a 
modernistic design in tableware. 
Both general magazines and busi- 
ness papers will be used by the Paul 
Cornell Company, New York agency 

in charge. 


Broun Seeks Office 


Heywood Broun, columnist of the 
New York Telegram, has accepted 
the Socialist nomination for Repre- 
sentative in the 17th Congressional 
District. 


HERE IS WHAT 
IS PURCHASED 
WITH $7 WAGE 


Bureau of Labor Releases Ford 
Survey 


Washington, D. C., August 7— 
The Department of Labor has an- 
nounced results of a survey of 100 
Detroit families enjoying the $7 
minimum wage established by Henry 
Ford. 

Forty-seven of the 100 families 

own automobiles; 36 have radios; 
21 have vacuum cleaners; 49 have 
washing machines; 98 have electric 
irons; 6 have electric toasters and 4 
have electric fans; 80 have sewing 
machines of which only 5 are elec- 
tric; 80 families cook with gas, 9 
with kerosene, 2 with coal and wood, 
and only one with electricity; 13 
have pianos; 45 have phonographs. 
Only five have telephones. 
’ Fifty-nine families were purchas- 
ing furniture, automobiles, and other 
equipment on the instalment plan. 
Only one family had forfeited its 
automobile because of failure to 
keep up the payments. 

This information will be used by 
the International Labor Office at 
Geneva in computing, at Mr. Ford’s 
request, the equivalent wage that 
the company would need to pay to 
place laborers in 17 European cities 
on the same general standard of 
comfort. 

In determining the expenses and 
living conditions in Detroit, the 1929 
budgets from 100 families of simi- 
lar status were taken as a repre- 
sentative sample. The employe earn- 
ing $7 a day must have worked at 
least 225 days during the year. The 
family must consist of husband, 
wife and not less than two nor more 
than three children under sixteen 
years of age, living in a rented 
house, flat or apartment, or in a 
home on which the payments are 
fairly comparable to the rental value 
of a similar house. The family must 
have no material income other than 
the husband’s earnings. Families 
with relatives, boarders, lodgers were 
excluded. 

Yearly Income $1,694 

As the $7 minimum was not es- 
tablished in the Ford plants until 
last December, it was impossible to 
adhere absolutely to that income 
figure. The daily factory earnings 
ranged from $6.40 to $7.23 and av- 
eraged $6.78. 


The year’s average earnings for 
the 100 families finally selected were 
$1,694.63, or $4.64 for 865 days. 
This figure was increased to 
$1,711.87 by miscellaneous income 
averaging $17.24. The average ex- 
penditures of the 100 families was 
$1,719.83, leaving an average deficit 
of $7.96. Nineteen families broke 
even, 44 families closed the year 
with an average deficit of $130.74, 
and 37 saved an average of $133.96. 

The report gives not only the av- 
erage cost of each item in the family 
budget but a description of each 
item and the quantity purchased in 
order that the International Labor 
Office in its survey of 100 families 
in each of the European cities in 
which the Ford company has or is 
contemplating establishment of 
plants may compute the relative 
foreign cost of the Detroit worker’s 
budget by pricing each of the sev- 
eral hundred items in terms of both 
quantity and quality. 

Food constituted the principal 
item of expense, averaging $556.12, 
or one-third of the family’s budget. 
First on the table set by the work- 
ing man’s wife are milk and milk 
products, representing 21 per cent 
of the family’s food bill. Meat is 
second, accounting for 19 per cent 
and bread and other bakery goods 
third, amounting to 10 per cent. 
Beefsteak was on the menu occa- 
sianally, purchases averaging 38 


pounds each during the year at an 


Local Tie-up for 
Shoe Broadcast 


Cincinnati, O., August 7— 
The United States Shoe Com- 
pany, which is broadcasting 
weekly over the Columbia net- 
work, has made arrangements 
with individual stations to fol- 
low the chain program with an 
announcement of the name of 
the local distributor. 


average cost of 39 cents per pound. 
Only 36 of the 100 families used ice, 
and this item cost only slightly over 
1 per cent of the total expenditures 
for food. 

12 Per Cent for Clothes 

Clothing cost the Detroit family 
$210.67, or 12 per cent of the total 
household budget. The survey indi- 
cated that the cash outlay for the 
husband’s clothing is greater than 
that for his wife. The husband’s 
average was $63.59; wife’s, $59.21. 
Millinery and silk stockings are in- 
cluded in the wife’s clothing pur- 
chases but do not represent a large 
outlay. Three hats every two years 
and four pairs of silk or rayon stock- 
ings every year was the average. 
Clothing of the children cost an av- 
erage of $87 for the year. 

The majority of Detroit’s 100 live 
in detached houses, 32 in flats, and 
7 in apartments. Seventy-two have 
bathrooms. The typical house is a 
frame structure of four or five rooms 
facing on an improved street. It is 
electrically lighted and has a bath, 
kitchen sink and sewer connection. 
Stationary laundry tubs were fre- 
quent but not typical. The house 
has individual stoves with half of 
the rooms equipped for heating. 
Central heating was in the minority 
but by no means exceptional. 

Rent averaged $394 for the 29 
families living in rented houses, 
$381 for the 32 families living in 
flats and $425 for the 7 families liv- 
ing in apartments. The average for 
all rentals was $391.47. Payments 
by the 32 families living in their 
own house averaged $512, including 
payments on interest and principal, 
taxes, assessments, repairs and im- 
provements, water and insurance. 
The rental value of the owned homes 
averaged $375. 

Other Expenditures 

Fuel and light cost $103 or 6 per 
cent of the family budget. Anthra- 
cite coal was used by only 18 fami- 
lies. The others used bituminous 
coal and coke purchased from the 
Ford company at less than market 
prices. 

Purchases of furniture and house 
furnishings averaged $88 and 
amounted to 5 per cent of the house- 
hold budget. Life insurance was 
carried by 87 of the 100 families. 
The average amount was $2,386 at 
an average annual premium of $68. 
Doctor and dentist bills cost these 
100 families an average of $64. 
Some member of 62 families visited 
the dentist at least once during the 
year. 

Street car and bus fares added 
$37, or 2 per cent to the family bud- 
get; school expenses, $6 or one-half 
of one per cent; cleaning supplies 
$16, one per cent. Haircuts for the 
children, an occasional marcel for 
the mother and a shave for the 
father averaged $12 for the year, or 
approximately three-fourths of 1 
per cent of the budget. 

Miscellaneous items included in 
the budgets of these 100 families 
averaged $175 and included $40 on 
the cost and $36 for the upkeep of 
the automobile owned by 47 of the 
100 families; $19 for tobacco, $12 
for newspapers, a 100 per cent item; 
$9 for toilet preparations; $4 to $5 
for toilet articles, for gifts outside 
of the family, for movies and for 
laundry work sent out; $3.32 for 
travel other than vacation and $2.59 
for vacations outside of the city. 


Cash-and-Carry Store 


Retains an Agency 

The McCann Company, operating 
a single cash-and-carry food store 
in Pittsburgh, with an annual vol- 
ume of several million dollars, has 
- its advertising with the Pitts- 
urgh office of Batten, Barton, Dur- 
stine & Osborn. Institutional adver- 


tising will be inaugurated. 


Coming 
Conventions 


Aug. 16-21—International Assn. of 
Printing House Craftsmen at Los 
Angeles. 

Sept. 8-10—Association of North 
American Directory Publishers at 
Detroit. 

Sept. 16—National Publishers As- 
sociation at Sky Top Lodge, Pa. 

Sept. 17-20—Financial Advertisers 
Association at Louisville, Ky. 

Sept. 19-21—Pacific Assn. of Ad- 
vertising Agencies at Medford, Ore. 

Sept. 21-22—Tenth District, Ad- 
vertising Federation of America, at 
Houston, Texas. 

Sept. 29-Oct. 1—Insurance Adver- 
tising Conference at Milwaukee. 

Oct. 1-8—Direct Mail Advertising 
Assn. at Milwaukee. 


Oct. 6-8—Advertising Specialty 
Association at Chicago. 

Oct. 21-23—Outdoor Advertising 
Association of America at Milwau- 
kee. 


Oct. 22—Agricultural Publishers 
Assn. in Chicago. 


‘Oct. 23-24—Audit Bureau of Cir- 
culations in Chicago. 


Business Papers 
Pull from Abroad 


The far flung power of America’s 
advertising pages has been demon- 
strated in the business paper adver- 
tising campaign launched this spring 
by the American Salpa Corporation, 
manufacturers of Salpa re-hided or 
re-combined leather, according to 
N. W. Ayer & Son, Philadelphia. 

Although only American pa 
were used, with no export publica- 
tions whatever, inquiries on the 
product have been received from 
Australia, Austria, Brazil, Canada, 
Cuba, Czechoslovakia, ‘Denmark, 
England, France, Germany, Holland, 
Mexico, Norway, Scotland and Spain. 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ag 
erywhere, comprising the best 
quality and the bulk of the mmartoet 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the st and one in 


lead strikingly and convincingly to 
“7 conclusion suggested above. 


ou can reach the hospital market 
with high efficiency and econom 
through HOSPITAL MANAGEMEN 
receiving without anemone a a 
complete sales ser ectory, 
daily information bulletin and ljat- 
ing of your literature. 


Let_us help you get your share of 
one hund million lars spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P, 
537 S. Dearborn Street 
Chicago, Ill. 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW YORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


TYPOGRAPHERS WHO PROVE IT WITH PROOFS 


Here, quality in typography is not 


something that, for a whim or a lack- 


adaisical compromise, may be cast 


aside like a worn-out glove, to quote 


the thud-and-blunder melodrama of 


the Nineties. We aim to be one of 


the Cornelians who believe in the 


supreme sway of style. Everything 


we do we like to do with a touch, 


a finish, a 


manner that make even 


the six-inch set-up stand out among 


its Fellows in the sprawl of space. 


LEE & PHILLIPS, INC. 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE CO., Inc. @ FREDERIC NELSON PHILLIPS, Inc. 


GRAPHIC TYPESETTING CORP. @ CAXTON TYPOGRAPHERS, Inc. 
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Hotel Publisher Dead. 


A. R. Eadie, president of the 
Gehring Publishing Company, New 
York, publishers of National Hotel 
Review, and the Gehring Hotel Di- 
rectory, died August 6 at a hospital 
in Brooklyn following an operation. 
He was 42 years old. 

Formerly identified with the ad- 
vertising department of the Chilton 
Class Journal Company, he joined 
the Gehring company in 1915, and 
for some years was advertising man- 
ager. He was a member of the Ad- 
vertising Club of New York. 


Plan Guide Book 


Day and Night in New York, a 
new official guide book of the Hotel 
Association of New York, will make 
its appearance September 6. Ed- 
ward McManus is president of the 
as company, with M. A. 

agan treasurer. 


For Dependable 
Photostat Service 


4 

4 
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230 PARK AVE. 509 FIFTH AVE. 
60 E. 42nd ST. 250 W. 57th ST. 
t VANderbilt 9975-6-7 


Truth about 
National Brands 


What does the future hold 
for them? What are the 
trends? Where are they 
headed? 


Interesting facts are dis- 
closed, figures and names 
are given in a statistical 
study of the advertising of 
food dealers—chains, vol- 
untary chains and large 
food markets — in recent 
issues of 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


Walker Applies 
Class Idea to 
Outdoor Field 


Detroit, August 7—While outdoor 
advertising is usually regarded as a 
mass medium, Walker & Co., local 
exponents of this field, are applying 
the class or selective idea also. 

The company’s study of the auto- 
motive market illustrates this prin- 
ciple. It made a thorough investi- 
gation to ascertain the exact place 
of residence of important executives 
and engineers of automobile manu- 
facturing companies of Detroit, and 
determined from their route of 
travel just where bulletins designed 
to reach them should be placed. 

As the result, the company be- 
lieves that it can offer, through a 
special display of seven painted bul- 
letins, coverage of these executives, 
in addition to 450,000 car owners. 

The seven locations, according to 
the Walker survey, have an aggre- 
gate automobile circulation of 334,- 
118 people daily. In Detroit, the 
company asserts, traffic is virtually 
forced over a few primary arteries, 
making it possible to cover the bulk 
of the “motor population” with a 
comparatively few well-chosen struc- 
tures. 


Miss Heinrichs Wins 
Olson Golf Trophy 


Miss Marguerite Heinrichs won 
the Janet Olson trophy offered at 
the annual golf tournament of the 
Women’s Advertising Club of Chi- 
cago August 2. She had a low net 
of 79 to win her third victory and 
become permanent possessor of the 
trophy. 

Miss Scotch Jenness was in charge 
of the tournament and the bridge 
and dinner which were other fea- 
tures of the outing at Big Oaks. 


Three Monthlies 
Succeed Olsen Weekly 


Effective September 1, Butter and 
Cheese Journal, weekly paper of the 
Olsen Publishing Co., Milwaukee, 
will be succeeded by three monthlies. 
They will be National Butter Jour- 
nal, National Cheese Journal and 
Concentrated Milk Industries. 


THE UNITED BUSINESS PUBLISHERS, INC. 


Are Pleased to Announce 


The NEW 


JEWELERS’ CIRCULAR 


Wholeheartedly approved 
by the trade, because ... . 


Profits being dependent upon the flow of merchandise, the 
presentation of potent SALES ENERGIZERS will be the chief 
endeavor of this new publication. 


And, since the flow of merchandise is also largely dependent 
upon judicious selection by the merchant, authentic BUYING 
FACTS will be featured. 


The continued well-being of the trade being contingent upon 
best practices becoming common practices of the trade as a whole, 


dependable BUSINESS OPINION will be stressed. 
The new JEWELERS’ CIRCULAR is a publication for today 


and tomorrow . . 
made. 


. the only period in which a profit can be 


While it borrows nothing from tradition, it does find in the 
accumulated experience of 62 years the strength to meet changing 
conditions with the inherited ability to give the largest possible 
measure of service demanded of it. 


The new JEWELERS’ CIRCULAR will give direction with 
directness, for it will present its message by the liberal use of 
illustration, and by the use of brief, definite text for the busy 


merchant. 
Circulation 


aly 


The ONLY publica- 
tio z —— the 
jewe industry a 
member of the A. 

» es upon application. 


Its readers will include practically every well-rated retail jewelry mer- 

chant in the United States, and the leading manufacturers and wholesalers. 
Mechanical Requirements 

The page sizes will be 9% x12” .. 


Issuance and Closing Date 


It will be issued monthly beginning with the October issue, which will be 
mailed September 15th. Advertising forms close September Sth. 


. type size 7” x 10”. 


Rates 


—— SSS 


RURAL ROUTES 
NOT AFFECTED 
BY NEW RULING 


Simplified Addresses May Stil 
Be Used 


Washington, D. C., August 7—To- 
day’s good news is that the recent 
decision of the Post Office Depart- 
ment against unaddressed mail does 
not apply to “simplified addresses 
on mail for box holders on rural 
routes and for box holders at post 
offices not having city delivery serv- 
ice.” 

The fact that there is such a 
service is believed by the Depart- 
ment to have inspired advertisers to 
ask for a ruling on the same plan 
as applied to city dwellers. The 
Postal authorities said “NO,” in 
capital letters. 

The situation as regards rural 
routes is explained in the following 
bulletin: 

“In order to facilitate the address- 
ing and handling of ordinary mail 
on which the required postage is 
fully prepaid, in cases where it is 
desired to send a piece to every box 
holder on a rural route, the box 
numbers may be omitted from the 
individual pieces, but in order that 
the matter will bear a definite ad- 
dress as required by the Postal 
Laws and Regulations, each piece 
should be addressed in the follow- 
ing manner: 

Box Holder, 
Route 7, 
Bristol, Tenn. 

“All the pieces for the same route 
must be put up by the mailer in a 
package labeled, preferably by 
means of a facing slip, as follows: 


For distribution to box holders, 
Route 1, 
Bristol, Tenn. 


“In addition to the foregoing, ad- 
vertising or other matter may be 
sent as ordinary mail to every post- 
office box holder at post offices not 
having city letter-carrier service 
when the name of the addressee and 
box number are omitted, provided 
each piece is definitely addressed as 
follows: 


Post Office Box Holder, 


Herndon, Pennsylvania. 


“and provided further, that postage 
at the proper rate is fully prepaid 
thereon, and all the pieces for the 
same post office are put up by the 
mailer in a package labeled, prefer- 
ably by means of a facing slip, as 
follows: 

For distribution to Post Office Box 

Holders, 
Herndon, Pennsylvania 

“Each piece must bear the re- 
quired amount of postage. It is de- 
sirable that the postage on matter 
mailed in this way for delivery on 
rural routes or at post offices not 
having city delivery service be pre- 
paid in money under the permit sys- 
tem when presented in the pre- 
scribed quantities in accordance with 
the provisions of section 452, Postal 
Laws and Regulations of 1924, or 
by means of precanceled postage 
stamps affixed to each piece under 
the conditions governing the use of 
such stamps on mail other than of 
the first class. 

“These methods of addressing will 
result in materially speeding up the 
handling and delivery of circulars, 
advertising matter, etc., mailed in 
large quantities. Mailers may, of 
course, continue to address matter 
intended for delivery on rural routes 
or at post offices not having city de- 
livery service to the individual and 
route or post office box number, post 
office and State, as heretofore. 

“Persons or concerns asking for 
information as to number of rural 
routes emanating from a post office 
and the number of boxes served by 
each carrier or the number of post- 


office boxes in use at offices not hav- 


ing city letter-carrier service, which 
information postmasters may fur- 
nish under the provisions of para- 
graph 3, section 508, Postal Laws 
and Regulations of 1924, should fur- 
nish a self-addressed reply envelope 
bearing the necessary postage.” 


Contest Is Staged 


for Radio Programs 
Sponsored by KGW, the radio sta- 
tion of the Portland Oregonian, a 
contest has been announced to de- 
velop a new series of radio programs 
for the Great Northern’s Empire 
Builder series. The resulting pro- 
grams will be broadcast over the N. 
B. C. chain every Monday beginning 
September 29. Prizes will aggregate 
$500. Details may be secured from 
KGW. 


Hearst Organization 
Gets George H. Doran 


Resigning as _ vice-president of 
Doubleday, Doran & Co., New York, 
George H. Doran has joined the 
staff of the Hearst organization, 
where he will act as “ambassador,” 
with special attention to contacts 
with foreign writers. 

Mr. Doran retains his stock in the 
publishing house he founded. 


Florence Neighbors 


Becomes Club Treasurer 
Miss Florence Neighbors, of Car- 
roll Dean Murphy, Inc., Chicago, has 
been appointed treasurer of the 
Women’s Advertising Club of Chi- 
cago. She succeeds Miss Helen 
Crawford, of the Capper Publica- 
tions, who married and removed 
from the city. 


Circulation Managers 
Meet in October 


The Southern Circulation Man- 
agers Association will be organized 
at Birmingham October 15-16. Don 
R. Davis, of the Birmingham News 
and Age-Herald, is temporary chair- 
man, with J. M. Black, New Orleans 
Times-Picayune, secretary. 


Seek Effective Copy 

In an effort to determine just 
what type of copy is effective at 
present, the National Retail Dry 
Goods Association, New York, is 
asking members to send in copies of 
advertisements which secure good 
results. 


Ruxton with Sylvania 
Reg. Ruxton has become advertis- 
ing manager of the Sylvania Prod- 
ucts Co., Sylvania, Pa., manufac- 
turers of radio tubes. He will place 
outdoor and newspaper schedules in 
all territory where the company is 
represented. 


Rice Wins Tourney 
Fred Rice proved to be the best 
golfer in the tournament conducted 
by the Buffalo Advertising Club. 
Captain Buell Tallman was the next 
eee with Col. James R. Horton 
third. 


Joins O’Keefe Agency 

A. J. Slomanson, formerly vice- 
president of Littlehale, Burnham, 
Rossiter, Inc., New York, has _ be- 
come an account executive in the 
New York office of the P. J. O’Keefe 
Advertising Agency, Boston. 


Joins “Rotarian” 
Sidney C. Warden, who has been 
in the advertising department of 
Printer’s Ink, Chicago, has become 
advertising director of The Rotarian, 
of that city. 


Has Pie Account 
Newspaper advertising will be 
used by Ewing, Jones & Higgins, 
New York and Philadelphia, for the 
New York Pie Baking Co., Mrs. 
Hopkins Pies. 


Schubert Appointed 
Frederick O. Schubert, well known 
advertising man of Minneapolis, has 
been appointed advertising manager 
for Cinderella Cosmetics, of that 
city. 


Cody Promoted 
W. H. Cody, Western manager of 
the Vichek Tool Co., Cleveland, has 
been appointed general sales man- 
ager. 


Jocelyn on Copy Staff 

Glen Jocelyn has joined the copy 
staff of Dorrance, Sullivan & Co., 
New York. He has been with a 


number of agencies. 


ar 


Dollar Watch 
Is Back Again 


New York, August 7.—The 
Ingersoll-Waterbury Company, 
whose lowest-price watch was 
retailed for $1.50, is bringing 
out a new watch, carrying 
“Ingersoll” on the dial, to re- 
tail at $1. 


Sam M. Levy Enters 
Newspaper Field 


Sam M. Levy, well known New 
York advertising man, has been ap- 
pointed advertising manager of the 
Greensboro (N. Car.) Daily News 
and Evening Record. 

He has been an account executive 
of the H. K. McCann Company, New 
York, contacting the Standard Oil 
Company of New York, Gilbert & 
Baker Mfg. Co., and other impor- 
tant accounts. 


Taylor Now Directs 


Kelvinator Advertising 
Albert M. Taylor has become di- 
rector of advertising of the Kelvina- 
tor Corporation, Detroit. He suc- 
ceeds Earl Lines, who has resigned. 
Mr. Taylor was advertising man- 
ager of Copeland Products, Inc., for 
several years. He was associated 
with the Franklin Automobile Com- 
pany for five years as director of 
advertising, among other positions. 


To Assist Publisher 


O. H. Keller, former advertising 
manager of the Prudence Company, 
has become assistant to the pub- 
lisher in the advertising department 
of the Magazine of Wall Street, 
New York. 


Write Cosmetic Copy 
The advertising of Alexandra de 
Markoff, New York, is now being 
handled by Lupton, Reed & Co., of 
that city. 


B. V. D. to Pedlar & Ryan 


Effective September 1, the adver- 
tising of the B. V. D. Company will 
- - aoe by Pedlar & Ryan, New 

ork. 


Once Again 


... orange blossoms and wedding 
marches . . . Autumn Brides . . . 
new homes and _hearth-fires 
springing up everywhere .. . these 
young home makers of tomorrow 
are now forming their lifetime 
preferences and buying habits ... 
make us show you results of re- 
cent investigations . . . surprising 
new facts prove that Mother, too, 
reads Daughter’s copy of 


AmeridanGirl 


THE MAGAZINE FOR ALL GIRLS 
Published by GIRL SCOUTS, INC. 
670 Lexington Ave., New York, N. Y. 


S. E. MCKEOWN, BUSINESS MANAGER 
N. H. JONES, ADVERTISING 


CHICAGO PHILADELPHIA 
Powers & Stone, Inc. Harry E. Hyde, 
First Nat’l Bank Bldg. 548 Drexel Building 


NEW ENGLAND AND NEW YORK STATE 
(except Metropolitan area) 


Powers & Stone, Inc. 
369 Lexington Ave., N. Y. C. 
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POST OFFICE 
ACTS AGAINST 
FREE PUBLICITY 


(Continued from Page 1) 


‘advertisement,’ thus withholding 
from the postal service the fact that 
the matter is advertising within the 
meaning of the law, and _ thus 
deprive the Government of its just 
revenue, the action might constitute 
a conspiracy within the contempla- 
tion of the Act of Mar. 4, 1909, em- 
bodied in the Postal Laws and Regu- 
lations, which reads as follows: 

“‘If two or more persons conspire 
either to commit any offense against 
the United States, or to defraud 
the United States in any manner or 
for any purpose, and one or more of 
such parties do any act to effect the 
object of the conspiracy, each of the 
parties to such conspiracy shall be 
fined not more than $10,000, or im- 
prisoned not more than two years, 
or both.’ ” 

The law requiring publishers to 
mark advertising as such is section 
235, title 39, Postal Laws. It reads 
as follows: 

“All editorial or other reading 
matter published in any such news- 
paper, magazine, or periodical for 
the publication of which money or 
other valuable consideration is paid, 
accepted, or promised, shall be 
plainly marked ‘Advertisement.’ 

“Any editor or publisher printing 
editorial or other reading matter for 
which compensation is paid, ac- 
cepted, or promised without so mark- 
ing the same shall, upon conviction 
in any court having jurisdiction, be 
fined not less than $50 nor more 
than $500.” 


Flat Rate for 
Maintenance Is 


Cadillac Plan 


Detroit, Aug. 7—The current ad- 
vertising of the Cadillac motor car 
is featuring a year’s maintenance of 
new Cadillacs and La Salles at flat 
rates. The new owner service con- 
tract is now being extended to every 
dealer point in the country. 

Under the terms of this contract, 
the owner pays a sum in advance to 
his dealer and the latter agrees to 
furnish all necessary labor and ma- 
terial, including lubricants, for the 
maintenance of the owner’s car for 
12,000 miles or 12 months. 


The owner must take his car to an 


authorized Cadillac service station 
every 1,000 miles or every month for 
inspection and lubrication. An identi- 
fication card issued with the contract 
makes it possible to obtain this serv- 
ice at any Cadillac dealer point. 

The cost of this service for the 
first 12,000 miles or year is $175 for 
Cadillac V-16, $130 for Cadillac V-8 
and $110 for La Salle. 

The contract does not include gaso- 
line, anti-freeze, tires, storage, wash- 
ing, service on accessories not fur- 
nished as standard or work necessi- 
tated by accident, abuse or neglect. 
Contracts for a second 12,000 miles 
or year are available at slightly 
higher cost. 


Reed’s Job Done 


Preston E. Reed, secretary of the 
Financial Advertisers Association, 
Chicago, who is in charge of the pro- 
gram for the financial group meet- 
ing to be held at the Milwaukee con- 
vention of the Direct Mail Adver- 
tising Association, is ready for the 
tap of the gong. 

A. E. Bryson, president of the 
F. A. A., will preside and three nota- 
bles in the advertising world will 
tell of their uses of direct mail to 
sell banking services. 


Joins Coast Paper 
Whitmore K. Waldegrave has be- 
come advertising director of Com- 
mercial and Financial Digest, Los 
Angeles. 


Rotogravure 
Booklet Gives 
Travel Costs 


Los Angeles, August 7—The All- 
Year Club of Southern California 
won the prize at the Spokane con- 


vention of the Pacific Advertising 


is 


y 


Le 


A 


3 
Mornung. .. we the sunene 


Ninth Day from the mountam tops 


After breakfast on Mount Lowe, make the wondertal 


Visualizing California attrac- 
tions for the tourist. 


Clubs Association for the best com- 
munity campaign costing more than 
$150,000, the award being provided 
by the Seattle Post-Intelligencer. 

The Club has no pre-conceived 
ideas about the relative value of me- 
diums, seeking to combine them to a 
single end. However, a little book, 
printed in rotogravure, is credited 
with being an important factor in 
its success. 

The title is “Your Two Weeks Va- 
cation in Southern California and 
What It Will Cost,” the club believ- 
ing that many travelers are deterred 
from visiting California because of 
an idea that the cost is prohibitive. 
The booklet was designed to give 
specific figures on this point. 

According to the booklet, sight- 
seeing, hotels and meals for 11 days 
in Southern California should range 
from $69.90, which is called moder- 
ate, to $103.40, considered average. 
The average expense per day is from 
$6.35 to $9.40. 

The book outlined a suggested 
program and showed the locale with 
pictures. A tour of Los Angeles is 
suggested for the first day; and for 
the second, an all-day sight-seeing 
trip, visiting San Gabriel Mission, 
Pasadena, Glendale, Universal City, 
Mulholland Drive, Topango Canyon, 
and “on to the Pacific for a dip in 
the surf at Santa Monica.” 

In addition to unfolding the beau- 
ties of Southern California in word 
and pictures, with the cost, the 


COOLIDGE ON 
USELESS MAIL’ 
STARTS DEBATE 


Arnold Reviews First-Class 
Mail Situation 


New York, August 7—Columnist 
Calvin Coolidge in his syndicated 
piece published in the Herald- 
Tribune and more than 70 impor- 
tant daily newspapers throughout 
the country, fell to philosophizing 
on the postal situation, and inci- 
dentally stirred up a lot of excite- 
ment among big users of direct mail 
advertising. 

That particular stickful of his 
copyrighted article of August 5 
which created a furore said: 

“Postmaster General Brown has 
announced that he will recommend 
two and one-half cent letter postage. 
That may be a logical proposal, for 
if two cent postage was reasonable 
in 1900, by all the standards of costs 
a half cent more is reasonable now. 
The old motives for transporting 
communications at a loss have 
mostly disappeared. 

“The postoffice ought to be self- 
supporting. At present business 
men are deluged with useless mail. 
For those who cannot finance five 
cents worth of stamps, a two and 
one-half cent piece can be coined. 
The alternative is governmental 
economy.” 

Commenting on Mr. Coolidge’s 
article, William Arnold, executive 
secretary of the National Council of 
Business Mail Users, called atten- 
tion to a recent bulletin issued by 
this organization dealing with the 
proposed increase in postage rates. 

Protest Against Increase 

It pointed out that after Post- 
master General Walter F. Brown 
had advocated an increase in first- 
class rates to two and one-half cents 
in an address before the Bronx 
Board of Trade, the proposal was 
attacked editorially by many publi- 
cations, this resulting in a flood of 
protests to Congress and official 
Washington. 

The Post Office Department has 


club offers personal advice to those 
who wish to leave the beaten path. 

The winning campaign of the All- 
Year Club was handled by Lord & 
Thomas and Logan. Its cost in 1929 
was $658,000. 


not abandoned its effort to obtain a 
higher first class rate, however, the 
Council pointing to an address be- 
fore the Southern Newspaper Pub- 
lishers Association by Third Assist- 
ant Postmaster General Frederic 
A. Tilton, in which an increase in 
rates was advocated. | 


The attitude assumed by Mr. Til- 
ton, the bulletin said, was “that let- 
ter mail is the basic commodity of 
the postal service, in which the Gov- 
ernment has a monopoly and can 
therefore fix the rate regardless of 
the cost to the Government for han- 
dling, and compel the mail-using 
public to pay that price whether it 
likes it or not.” 


Pearson’s Viewpoint 

“Ex-President Coolidge’s endorse- 
ment of the idea of the post office 
paying its own way sounds reason- 
able but requires a lot of provisos,” 
said A. C. Pearson, president of the 
National Publishers Association, 
and chairman of the board of the 
United Business Publishers, Inc. 


“Few enterprises handicapped by 
political control could pay their own 
way even if they were not trying to 
satisfy all the people. 

“If the post office could be run by 
its present chiefs as a private enter- 
prise, there would be no difficulty in 
showing a profit at the present 
charges. 

“While the publishers are among 
the largest users of first class mail 
and regret exceedingly to see any 
increase, they generally admit that 
the present administration is ap- 
proaching these matters in a spirit 
of fairness and friendliness to all 
users of the mails.” 


“Refrigeration News’ 


Issues New Section 

Electric Refrigeration News, De- 
troit, has begun publication of a 
Buyers’ Guide Section, printed on 
pink paper. 

“A few months ago,” said the ini- 
tial announcement, “we defied pub- 
lishing tradition by printing our 
Refrigerated Food Section on yellow 
paper. Scientists have determined by 
tests that black ink on yellow paper 
is the most legible combination 


known. 

“Eye-restfulness has been dis- 
carded for eye-signalling in the new 
Buyers’ Guide Section.” 


Closes for Vacation 

Following its plan of previous 
years, the Carrier Engineering 
Corp., Newark, N. J., will close for 
the vacation period August 16-Sep- 
tember 2. A skeleton organization 
will handle urgent business. 

The company said “this plan was 
adopted to avoid the inevitable in- 
efficiencies which arise through the 
employment of substitutes or the 
overburdening of those regularly 


employed.” 


Sheppard Goes Up 
C. Jerome Sheppard, promotion 
manager of the Bridgeport (Conn.) 
Post-Telegram, has become adver- 
tising director. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
nection. While we operate under the employment 
agency law, our methods are unlike any other 

agency. / 
SRSSEETEN, S - ore SERVICE 
e' 


gency 
Chrysler, Prop. 


Gu 
527 Fifth Avenue, New Y Murray Hill 10488 


11,000 x 1,000,000 
BOTTLES 
of Carbonated Beverages 
were sold last year 


If you are interested in the market represented 
by bottled beverage manufacturers, you can 
learn more about it in minutes of inspection of 
the new 


BEVERAGE BLUE 
BOOK & CATALOG 


than by hours spent in mulling through miscel- 
laneous reports 

Besides numerous chapters on the various 
angles of the bottling business and a classified 
directory of the entire supply trade, the new 
BLUE BOOK contains lists of 


All Bottiers of Carbonated Beverages in U. S. 

All Bottlers in Dominion of Canada. 

All Cereal Beverage Manufacturers in U. 8S. 

All Brewery Plants in Canada, Mexico, etc. 

All Important Brands of Franchise Drinks with 
Names of Manufacturers, etc., etc. 


Size 8 x 11 inches; 332 Pages 
Handsomely Bound in Blue Cloth 


PRICE $10.00 POSTPAID 
Money back if not satisfied 


Compiled and Edited by the Staff of 
THE BEVERAGE JOURNAL 
H. S. RICH & CO., Publishers 
433 S. Dearborn St., CHICAGO, ILL. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK -: 310 East 45th St. 
CHICAGO. 210 So. Despliaine St. 


and 34 other cities 


Advertising 
Plates 


“Pp & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
vice that advertisers appreciate. 


“<P & A” Service is evidenced in the 
eo-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 


Partridge & Anderson Company 


LLOYD C. PARTRIDGE, President 


712 Federal Street - Chicago 
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August 9, 1930 


Information for 
Advertisers 


(Continued from Page 4) 
84. This Man the Architect. 


This little booklet tells what is 
going on back of the impassive 
countenance of the architect, the 
big factor in the sale of many mil- 
lion dollars’ worth of building mate- 
rials. Published by Charles Scrib- 
ner’s Sons, New York. 


108 The Detroit Market 


Facts and figures on traffic count, 
on available outdoor advertising lo- 
cations and other data of interest 
to national advertisers. Published 
by Walker & Co., Detroit. 


124. The Recorder Outlook. 

A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which discusses 
the economic significance of new 
trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons. 


21. The Hospital Field. 

An interesting analysis of the big 
hospital field and how to reach it. 
This eight-page folder indicates that 
it is necessary to use two or more 
papers to do a good job. Published 
ky Hospital Management, Chicago. 


49. American Resorts. 

A booklet of 18 pages giving a 
market analysis of the resort indus- 
try in America, in the preparation 
of which 11,000 such establishments 
were investigated. Published by 
American Resorts, Chicago. 


Seaman Sells Its 
Merchandise Trade 


Following the sale of its paper 
merchandise business in Chicago, the 
Seaman Paper Company, Chicago, 
has sold its stocks in Minneapolis, 
St. Paul, Des Moines, St. Louis and 
Buffalo, the Whitaker Paper Com- 
pany being the buyer. 

In the future the company will act 
as exclusive paper mill sales agents 
and manufacturers, selling to paper 
merchants, large publishers, convert- 
ers, etc. 


“Seed” Is First 


Two-Dollar Novel 
“Seed,” Charles G. Norris’ novel 
of birth control, is the first Double- 
day, Doran & Co., Garden City, 
N. Y., will publish in the $2 class, 
under the company’s new policy. 
Rockwell Kent drew the jacket de- 
sign for the new book. 


Renew Broadcast Licenses 

All but one of the 609 broadcast- 
ing stations of the country began op- 
erating August 1 by authority of new 
licenses issued for three months, the 
Federal Radio Commission an- 
nounced. Station WRK, Hamilton, 
O., failed to seek renewal. 


Patzlaff Signs 


W. F. Patzlaff, St. Louis manager 
for the John M. Branham Company, 
publishers’ representatives, has suc- 
cumbed to the silver voice of V. A. 
McGrath and become the newest 
member of the Advertising Club of 
St. Louis. 


Admitted to A. B. C. 
School and Society, New York, has 
been admitted to full membership in 
the Audit Bureau of Circulations. 
Aviation Engineering, New York, 
has also been admitted to member- 
ship, while Product Engineering, 
New York, is a new applicant. 


Release Russian Cargo 

Shipments of pulpwood from Rus- 
sia, held up by order of the Assist- 
ant Secretary of the Treasury, have 
been released. The Amtorg Trading 
Company convinced that official that 
convict labor had not been employed. 


Gets Tool Account 
The Union Fork & Hoe Co., Co- 
lumbus, O., has placed its advertis- 
ing with the Robbins & Pearson 
Company, of that city. The com- 
peor manufactures garden and farm 


DIRECTS SERVICE 


W.W. McFadden 

Creation of a new sales service 
section has been completed by the 
Westinghouse Electric & Mfg. Co., 
Mansfield, O., with Mr. McFadden 
as manager. The new section will 
investigate complaints, supervise 
servicing of returned material, issue 
price sheet supplements and create 
service manuals. 

Heretofore these functions were 
performed within the sales section 
concerned. 


Salmon Copy 
Gets Off to 
Good Start 


Seattle, Wash., August 7—The co- 
operative advertising campaign 
launched in behalf of canned salmon 
is dragging in a lot of coupons, 
among other indications of interest. 
The total number of coupons received 
during the first ten days of the 
campaign was 3,401, this number of 
women desiring copies of the book 
of “Thousand Dollar Prize Winning 
Recipes,” which is being featured. 

Erwin, Wasey & Co., handling the 
campaign, have begun publication of 
“Selling Salmon” for the Associated 
Salmon Packers. The four-page 
paper, printed on salmon colored 
stock, is being published monthly to 
keep dealers, restaurants, chain 
stores, jobbers, commissary depart- 
ments of railroads, and others ap- 
prised of developments. 

While a considerable number of 
newspaper advertisements appear on 
Thursday, in anticipation of the Fri- 
day “fish-day,” one of the efforts of 
the campaign is to create an all- 
week and all-year demand for 
canned salmon. For summer, it is 
called one of the coolest’ dishes, and 
the presence of Vitamin D makes it 


one of the most healthful throughout 
the year, the copy asserts. Conven- 
ience is the third appeal. 

Farm Journal and Farmer’s Wife 
are being used in an effort to sell 
the farm field, large buyers of 
canned goods. 


In the business field, the message 
is being carried by American Res- 
taurant, Chain Store Age, Chain 
Store Manager, Progressive Grocer 
and Soda Fountain. 


Among the newspapers on the 
schedule are the New York Journal, 
Sun and World, Chicago Evening 
American and Chicago News, Cin- 
cinnati Post and Press, Des Moines 
Register © Tribune, Detroit News 
and Times, Kansas City Star, Min- 
neapolis Journal, Philadelphia Bulle- 
tin, Pittsburgh Press, St. Louis Post- 
Dispatch, Washington Star, St. Paul 
Dispatch and Pioneer Press, those of 
some smaller cities, and The Ameri- 
can Weekly, in which color naves are 
being used. 


Randall Joins Agency 


Harry K. Randall, until recently 
advertising manager of Silver-Mar- 
shall, Inc., Chicago radio manufac- 
turers, has joined Evans Associates, 
Chicago agency, which directs the 
Silver-Marshall account. 

Burton Browne, who has been in 
charge of sales promotion, succeeds 
Mr. Randall as advertising manager. 


Classified @ 
Advertising| ‘ 


Valuable to Any Publisher 

Five years as Managing Editor lead-@ 
ing trade publication, 10 years ag 
newspaper executive. Experience in« 
cludes merchandising and promotiong 
work. Now employed. Available ing 
September. Chicago preferred. Mare 
ried. Young. Good health. Gentile® 
Recommendations from all employergm 
and number prominent publishers,—@ 
Aseress Box 332, care of ADVERTISING 
GE. 


— 


SITUATION WANTED 


Advertising or Circulation Manager;§ 
highly successful record on leading§ 
paper in its field; expert in buying@ 
paper, printing, engraving, etc.; Al 
references. Address Box 104, c/o 
Advertising Age, Chicago. 


Two Are Promoted 
by Lord & Thomas’ 


Duane D. Jones and Thomas M. 
Kersey have been appointed vice-§ 
presidents of Lord & Thomas and 
Logan, New York. Mr. Jones hag 
been manager of the Los Angeles§ 
branch. Mr. Kersey was formerly 
advertising director for the Interna- 
tional Mercantile Marine Company. 


ment? 


= 


Flat Makeup Used 


by STEEL 


Let's forget theories for a moment and ask our- 
selves this one question — 


In which publication will your advertising be seen 
more readily—one in which advertising and edito- 
rial are separated, with your advertisement buried 
in with over a hundred others;—or, one in which 
advertising and editorial are intermingled, with the 
reader's interest directed toward your advertise- 


The above illustrations show the difference at a 


— SREEL 


Old enough to know the great traditions of steel .. . young enough to lead the industry in a modern age. 


A PENTON PUBLICATION 
? CLEVELAND 
BRANCH OFFICES: NEW YORK PITTSBURGH CHICAGO SAN FRANCISCO LONDON 


R WHICH PUBLICATION 
WILL YOUR ADVERTISEMENT 
BE SEEN MORE READILY ? 


glance. The one at the left shows the new ‘‘flat 
makeup” of STEEL and indicates how well adver- 


tisements are displayed. 


HE OLD Style Makeup— 
Advertising and Editorial Separated 


This feature—plus the fact that STEEL” covers 


production, processing, distribution, and 


use—makes “STEEL” an outstanding advertising 


medium. 


An interesting little booklet “STEEL — Basic to 
Industry”’ is yours for the asking. Write for your 
copy if you have not received one. 


diy 


Other Penton Publications : 


DAILY METAL TRADE THE FOUNDRY MACHINE DESIGN ABRASIVE INDUSTRY AUTOMOTIVE ABSTRACTS MARINE REVIEW POWER BOATING 
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